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BRODIE performance and service prove why 
world-wide acceptance has grown through 3 decades 


This partial list indicates countries to -yRODIE district offices and experienced representa- 
which Brodie Meters were shipped B 
during one typical 3-month period: 


tives offer the most complete field and shop 


service in the petroleum metering industry — to every 
Angola Greece New Zealand , ‘ 
Argentina Guam Nicaragua part of the nation and free world. This unmatched 
Australia Guatemala Norway 


elena dina mre een backing merely adds to the confidence BiRotor Meters 
marti iil anal “99 have earned through sustained accuracy and low 
Brazil Iceland Peru 

British West Africa India Philippine Islands 
British West Indies Indonesia Puerto Rico 
Canada lran Portugal 

Chile lraq Saudi Arabia 
Colombia treland Somaliland 
Christmas Island Israel Spain 

Cubs Italy Suden Meters for pipelines, loading 
Denmark Sameice Sweden racks, custody transfer, tanker 
Dominican Republic Japan Switzerland loading, blending and other 
Ecuador Kenya Tahiti stationary applications. 

East Africa lebanon Thailand 

El Salvador Liberia Turkey 

Finland Malaya Union of South Africa 


maintenance records. If you’re buying meters —talk to 


your Brodie Metering Expert —as near as your phone. 


Tank truck, aircraft refueler, 
and other mobile metering , 


Formosa Mexico United Kingdom applications. 


France Morocco Uruguay 
French West Africa Netherlands Venezvela 
Greenland 


RALPH ) N. BRODIE COMPANY .: san Leandro, California, U.S. A. 


CABLE ADDRESS BRODICO 
MT. VERNON, N.Y DALLAS 7, TEXAS SEATTLE 9, WASH 
550 So. Columbus Ave 167 Parkhouse St 221-9th Ave. N 
CHICAGO OFFICE: LOS ANGELES 22, CALIF. 


1227 Circle Ave., Forest Park, III 5401 Sheila Street 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES 
IN ALL PRINCIPAL CITIES 
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Through the Fall—more Magic Circle ads by Ethyl 


Drive-more campaign continues—to pro- 
mote extra gasoline business during slack 
sales season. 
Now is the time of year when motorists tend 
to forget about taking those extra pleasure 
trips that mean bonus gallonage at the pumps. 
They need to be reminded of the special motor- 
ing fun that belongs to the season, and of year- 
round places to go and things to see. 

And that’s what Ethyl’s current Magic Circle 
advertisements are doing. 


A full-color, full-page ad will be seen by mil- 


ETHYL 


NATIONAL PETROLEUM NEWS 


lions of car owners in the November issues of 
LIFE, LOOK, SATURDAY EVENING POST and 
SUNSET magazines. Other Ethyl ads appeared 
in September and October, for a total of over 
50 million Magic Circle messages this Fall. 


Newspaper readers are reminded of the fun of 
Fall driving by the Magic Circle Travel Clinic, 
an Ethyl public service feature appearing in 
daily newspapers all over the country. 

It’s all part of Ethyl’s market-expansion ef- 
fort—a continuing service to the Oil Industry 
now in its fourth year. 


Ethyl Corporation New York 17, N.Y. 








24 pages of specifications, 
illustrations and application 
data. Complete information ° 
about 19 models of OPW 
Loading Assemblies for 
filling and emptying tank 


cars and tank. trucks. 5 tae 
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FREE CATALOG F-32- | \ SPRING- BALANCED 
5 ae, 


OPW LOADING ASSEMBLIES 


Fasten, Safer, More Handlers and transporters of bulk liquids, alert 
ul to reducing tank car and tank truck filling and 
Convenient BE emptying time without jeopardizing safety 
standards and contaminating product, are fast 
1 Loading and. converting to compact, convenient, economical 
full flow OPW Loading Assemblies. 
Unloading of Janke | 


Investigate today how you, too, can realize sav- 


| ings in time, effort and operational costs. Write 
Cunt and ai a on your letterhead for Free Catalog F-32-R. 


OPW CORPORATION 
2735 Colerain Ave., Cincinnati 25, Ohio, KI 1-5400 


NATIONAL PETROLEUM NEWS * November, 1958 





National 
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Top of the Month .. . 


How key majors see commercial account problems 


As jobbers and majors head for a showdown on the explosive commercial account situation, 


NPN interviews central figures in the controversy 


page 78 


Why station canopies are coming back today 


No longer in disfavor, canopies are returning because they can fill some vital marketing needs. 


A nationwide roundup of new ideas on an old subject 


Month in Fun . . 


GENERAL 
What’s going to happen at the Chicago meetings 
Commercial accounts: NPN interviews key men 
How to sell your city council on a station permit 
Marketers hold a station ‘beauty contest’ 


FUEL OIL 
How small cars can cut heating oil sales costs 


Forecast: How East Coast fuel oil demand shapes up 


Forecast: Europe could be next big burner market 
How Washington OHI promotes oil heat 


SPECIAL REPORT 
Station canopies: What’s behind the new appeal 


MANAGEMENT 
Why jobber Jim Gladney sold out 


MERCHANDISING 
How Jim Gladney built his $1.4-million business 
How to build a business in Bohemia 


AUTOMOTIVE 
Photoreport: The 1959 automobiles 


BULK PLANTS AND TERMINALS 
How a jobber built a tanker terminal for $300,000 


TRANSPORTATION 
How lube pipelines will affect Ohio 


TIRES-BATTERIES-ACCESSORIES 
How a jobber built a booming TBA business 
Third tire cord comes on market 


EQUIPMENT 
Turnpike stations are equipment proving grounds 
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THE GREEN SECTION 
Ahead of the News 
Petroleum Indicators 


Supply and Demand 


DEPARTMENTS 
About Oil People . 
Advertisers’ Index 
Behind Our Headlines 
Brief but Significant 
Classified Advertising 
Equipment 
Letters 
Meetings , 
Money-making Ideas 
Regions 
TBA ay 
What They’re Saying 


OIL MARKETS AND PRICES 
Market outlook 
Refinery/terminal prices 
Crude oil prices 


Prices by tank wagon 








PROBLEMS TO THE EXPERTS... 
Your 
Mobil Specialists! 





YOU'RE MILES AHEAD WITH MOBIL! 


SOCONY MOBIL OIL COMPANY, INC 


N 9 E, Van Burer 
925 Grand Avy 

Magnolia Building 
conveniently located sg rvice 


Y 150 1} 
South First St 
¢ DALLAS 1 


ind St. « CHICAGO ILLINOIS 
¢ KANSAS CITY 13, MISSOURI 
TEXAS—Magnolia Petroleum Co 
Mobil maintain other 


NEW YORK 17 St 
WISCONSIN 907 


1140 Lindell Blvd 


e LOS 


many office 


BALTIMORE 
¢ DETROIT 32 





Today's road-building boom can work to your advan- 
tage. Especially if your station is in the right place at 
the right time. And that's where your Mobil Specialist 
comes in. At your request, a trained specialist will be 
glad to help analyze the situation and make definite 
recommendations. Additional experts are available to 
assist you with other tough problems, too. For in- 
stance, help you reduce loading time . . . help select 
the best manpower available . . . help institute man- 
agement procedures that make running a business 
easier—and more profitable. 

That's why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He's your 


direct line to the specialists. 


Tune in “TRACKDOWN" every week, CBS-TV. 
See your local paper for time and station. 


and Affliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 


18, MARYLAND—1914 North Charles St 
MICHIGAN—9#03 West Grand Blvd. « ST. LOUI 
ELES 54, CAL.—General Petroleum Corp., 612 8 
give you close and fast cooperation 


« MILWAUKEPF 1 
8 8, MISSOURI 


ANG i] Flower St., Socony 
Lo 
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Behind Our Headlines 


Ww! HAVE A NEW MIDWEST EDITOR. Lew Brigham has 
just moved to Chicago to start his new assignment, 
covering the heartland of America for NPN. 

Lew is a down-to-earth guy with a fine background for 
his new job. He brings good journalistic training and 

broad industry knowledge to a 
tough but stimulating assignment. 
His job will be to cover all as- 
pects of oil marketing in that 
broad territory from the U. S.- 
Canadian border to the Ozarks 
and from the prairies to the Ohio 
state line. 

Now 30, Lew is a former Bos- 
ton and Newark, N. J. news- 
paperman who worked with the 

Brigham American Petroleum Institute for 
nearly two years before joining the NPN staff this spring. 
A native of Massachusetts, Lew is a graduate of Brown 
University, where he high-jumped on the varsity track 
team and took an A.B. degree in English literature. 

A lot of you will be seeing Lew in coming months—at 
local marketing meetings, at the API sessions, visiting 
your area and just generally being around. If you see him 
at a meeting, step up and introduce yourself. He’s the new 
fellow who wants to get acquainted. If you get a call from 
him, ask him to come over and see your plant, or your 
office. Lew likes to talk shop just as much as you do 

Remember that’s his business—the exchange of infor- 
mation, so everyone will be better informed and be able 
to do a better job. 





EXT YEAR NPN will be 50 years old. To prepare for 
the event, we are gathering material about the past 
50 years in old marketing. 

If you have any old photographs, or clippings, or 
anecdotes you think we should have in the collection of 
memorabilia, please send them in. We'll return the mate- 
rial after we’re through with it. (Photographs should 
clude explanations or identifications. ) 

We’re especially counting on readers who have been in 
business a long time or whose firms go back to the 
old days. So don’t let us down. 


(haw Receee. rir 
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Now 
third year of 
excellent service... 


MEETING CAPITAL'S VISCOUNTS 


with Red Seal jet fuel meters 


In flying more than 1,377,299,000 passenger miles since 1955, Capital’s 
turboprop Viscounts have burned up a lot of Aeroshell 640 Kerosene 
... nearly every gallon accurately recorded by Neptune Meters. Almost 
everywhere they land, the planes are greeted by Neptune-metered 
equipment. Many of these are 4,000-gal. dual refuelers, equipped with 
one meter (3” Red Seal) for the kerosene fuel, and another meter (1” 
Neptune) for the methanol-water mix that is injected during take-off. 











Backed by the widest available experience in metering chemicals, 
as well as petroleum fuels from 80 standard to 115/145 avgas or JP-5 
... Neptune is ready now to discuss any problems you may anticipate 
in handling the liquid fuels of the future. 
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Ly 
NEPTUNE METER COMPANY - 19 West 50th St., New York 20, N.Y. hep 7 A 









Branch Offices in Principal Cities RED SEAL METERS... for a better / measure of profit 








How Neptune Meters make money and save for others: 


Londoa Oil Company delivers as much as 7,000 gallons per day through 
this 1500-gallon truck equipped with 2’’ Red Seal Auto-Stop Print-O-Meter. 
Mr. George E. London, president, says good local service . . . through 
Neptune’s Raleigh jobber . . . is important factor in his choice of meter. 


Halstead Oil Company trucks have interesting dual meter Working at temperatures from 12 below to 109 above, seven Red Seal 
rig. In right side of compartment is 2’ Auto-Stop fuel-oil meters at Sinclair's Ft. Madison, lowa, terminal have put through a yearly 
meter, pump and reel combination. In left rear compart- average of 6 million gallons each since Jan. 9, 1950. The meters were 
ment is 3’ Red Seal compact with 3” piping for fast gravity recently up-dated by adding Print-O-Meter registers, a move made eco- 
delivery of gasoline. Halstead bought first Red Seal in 1945. nomical by Neptune’s Unit Replacement Plan. 


Shell Oil Company’s terminal at Baltimore, Md., relies on Red Seal bulk 
plant meters for sustained accuracy with low maintenance costs. Note 
simplicity of piping hook-up. Red Seal’s double-case design eliminates 
inaccuracies caused by piping stresses. 


Red Seal meter users are backed by a complete local-level 
parts, service and testing program. Meter testing equipment 
like this is strategically located near you. Or you can handle 
your own field repairs simply by exchanging worn or 
damaged units for guaranteed factory-reconditioned units 


“6-20 
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FAST, ECONOMICAL WAY TO 
GET 100% WATER-FREE JET FUEL— 


CONVERT with the Purolator Conversion Kit 


The hay-bale type of horizontal separators or dehydra- 
tors, which you have now in the 300 and 600 GPM sizes, 
can easily be changed to modern, approved separator/ 
filters in accordance with MIL-F-8508A and MIL-S-254B 
specifications. All you need is the Purolator Conversion 
Kit, nothing more—no additional piping, no welding or 
tank modification, no disconnecting of inlet or outlet. 
Servicing can be accomplished by one man. So can 


replacing elements. 

All units are equipped with the Purolator Micronic® 
coalescer element which removes both solids and water 
from jet and other aviation fuels. Purolator recommends 
that units be changed at 15 psi pressure differential. 

Get ready for the jet age the economical way . . . send 
for complete information on Purolator’s Conversion Kit. 
Write to Purolator today. 


Filtration For Every Known Fluid LU ee O LA'T©O ee 


PRODUCTS, INC. 


RAHWAY, NEW JERSEY AND TORONTO, ONTARIO, CANADA 
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Letters 


Another Type of Stamp Plan 


Give savings stamps instead of trading stamps 
at your station, advocates Elmer Horstmeyer. 
It costs you less and the customer gets more. 


To THE Epiror: 

Your special report on trading 
stamps (June, pl109) was very in- 
teresting, yet discouraging for dealers 
fighting stamps. 

I am one of the Cincinnati dealers 
mentioned in your article who fought 
against stamps by educating dealers 
as to the cost and the percentage in- 
crease needed to break even. 

There are six stations in our com- 
munity, a community one-quarter- 
mile long. Four of us have shown 
great increases without stamps. The 
two others, having by far the lowest 
gallonage, do have stamps. Both of 
these have changed hands; one has 
closed twice in the last year. 

Many times I have wondered what 
I would do if my better competitors- 
those with a good brand, service and 
community acceptance — put in 
stamps. I worked out a plan to pass 
on to dealers who feel they must have 
trading stamps to survive: it involves 
using U. S. savings stamps instead. 

First, plan on spending almost but 
not quite as much money on this idea 
as you would on trading stamps. Then 
set up a plan to suit your own needs. 
You could give the most stamps on 
items on which you can fairly and 
harmlessly regulate prices—such as 
tires, tune-up, brake work. 

For years the industry has looked 
for a tool to get customers to fill their 
gasoline tanks instead of buying $1 or 
$2 worth. The dealer could give a 10¢ 
U. S. savings stamp on each fill-up 
provided it is more than $3. 

A fill-up would cost the dealer 
3.3¢ or less per dollar. Trading 
stamps would cost about 2.9¢. A $4 
fill-up would cost the dealer only 2.5¢, 
or less than many trading stamps. 

One thing to remember—and a big 
selling point to the customer—is that 


COMING IN 





Dealer Elmer Horstmeyer, 1954 National 
Brand Name Retailer-of-the-year. 


although the cost to you is the same 
and often less, the customers receive 
stamps that have two to almost three 
times the cash value. 

For example: A $4 fill-up costs you 
in trading stamps approximately 4 x 
2.9¢ or 11.6¢. The customer receives 
only 1¢ on $1, or 4¢. With U. S. sav- 
ings stamps the dealer cost is 10¢ and 
the customer receives 10¢. 

Figure a flat 2% in savings stamps 
on tires and batteries, labor, etc. A 
dealer saves an appreciable amount 
while the customer gets twice as 
much. 

For each of the following sales or 
services you could give a 10¢ savings 
stamp: gasoline fill-up ($3 or more), 
lubrication (with air cleaner), oil 
change, oil filter (with installation 
charge added), car wash, tire repair, 
road service, wheel pack, wheel bal- 
ance, brake adjustments, headlight 
adjustments. All other labor jobs one 
stamp for $5 or 2% 

If a job comes to $8, suggest a can 


(Continued on next page) 


e Behind the independent credit card boom 


e New look at today’s fuel oil distributor 


DECEMBER 


e What the elections will mean to oil men 
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Superior quality forged body 
—precision machined 
Uniform wall thickness | 
—no weak spots ~~.) 
Extra heavy reinforcing rim 
larger diameter cam ears 
for longer service life 







Extra a 
Hi-Strength Stainless 
forged ‘ 
handles pens ‘axl 
—greoter —greater 
economy safety and 
longer 
service 
Uniform heavy 
wall thickness 
—no weak spots A 


Superior quality forged body 
— precision machined 
—accurate tolerances 


Recess retains gasket 
in coupler and assures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
a Aluminum 
Stainless 
Carbon 
ps Malleable 
Hastelloy 
You save time and 
money when you use 
vs EVER-TITE 
EVER-TITE COUPLINGS, because 
Standard you get speedy 
Adapter and Coupler deliveries—no leaks. 






The tightness is 
predetermined in 
manufacture so you 
can be sure with 





EVER-TITE 

preted EVER-TITE. 
and The EVER-TITE 

Coupler trademark is a 


hallmark of 
dependability 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 


hose or pipe. 
E Get EVER-TITE and 
get the best. Ask your 
EVER-TITE distributor now. 
iy EVER-TITE COUPLING CO. INC 
Le. 254 West 54th Street 














Coupling New York 19, N. Y. 


wt 


Dust Plug 






Dust Cap 
EVER-TITE Dust Protectors 
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Letters 


(Continued from page 9) 

of polish for $2 and give the cus- 
tomer two stamps. If a customer only 
wants a can of polish for $2, suggest 
other products to make a $5 sale en- 
titling him to a stamp—wiper blades, 
rymple cloths, flashlights. 

If these fail tell him to stick a few 
quarts of oil in his trunk for future 
use. 

Perhaps you could work with a 
receipt stating it is equivalent to a $2 
sale toward a stamp when making a 
future purchase. 

Sales slogans are too numerous for 
the imagination. However, here are 
some possibilities: Get U. S. Savings 
Stamps and receive 2% instead of 
1%. Send your child to college with 


FIG, 148 


U. S. savings stamps you receive here. 
Don’t get trinkets with stamps, get 
bonds. If you like to save stamps, be 
patriotic—get U. S. savings stamps. 
Give bonds for Christmas, get U. S. 
savings stamps here. 

The best sales tool is brand-name 
product and service. | am opposed to 
all stamps and to giving stamp com- 
1.9¢ on each $1 I take in foi 
a sales gimmick while the customer 
receives only 1¢. 

This idea is offered for dealers 
caught between two stations giving 
trading stamps and going broke be- 
cause of it and for dealers who now 
give stamps and hate stamp com- 
panies. 

An idea 


panies 


like this, if it took hold, 


FIG. 143 


FIG, 242 











Emergency Valves. 
































Bulk Plant Fire Losses can be 
minimized by the installation 
of Morrison Escapement and 


PROTECT YOUR BULK PLANT NOW. 


Details furnished on request. 












































FIG. 272 HO 











MORRISON BROS. COM PANY 
OlL EQUIPMENT HEADQUARTERS 
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| objective appraisal of the 
| in New Jersey, and it seems to me that 
| .he factors emphasized are appropriate 





could very easily put trading stamp 
companies out of the service station 
business. It would at least put us all 
on the same equal basis. 

The idea would not receive the 
backing of stamp salesmen, so dealers 
could make up their minds without 
high-pressure salesmen. 

If all retailers eventually put in the 
same stamp, prices would increase na- 
turally to offset cost of giving stamps. 

The idea, if used, should be well- 
advertised by mail, newspapers and 
signs. An envelope for customers’ 
stamp books could have the dealer’s 
name, address and phone number and 
state the number of stamps given for 
various sales. 

ELMER L. HORSTMEYER 
Hyde Park Service Station 
Cincinnati, Ohio 


Fair Trade 

Fair trade, if ultimately successful, 
will have to include independent 
operators (NPN,—Sept., p1l18). It 
will also have to mean a modification 
of the split-pump arrangement. There 
will have to be recognition and assur- 
ance of a reasonable spread between 
major and independent brand prices. 
Without a workable solution to the 
difficulties which now prevail, I doubt 
the survival of the fair trade move- 


ment. 


HuGH M. MANAR 
Assistant to the President 
Spur Distributing Co. 
Nashville, Tenn. 


| ®In my opinion you have made an 


situation 


should be com- 
unbiased analysis 


and realistic. You 
mended for your 


|of this situation. 


G. L. WERLY 
General Manager, 
Domestic Marketing 
Socony Mobil Oil Co. 
New York 


Thoughts on Modernization 
The industry is still building beauti- 
ful, so-called modern stations in which 
70% of the business is done through 
facilities representing 15% of the in- 
vestment. 

We are lacking in the diversification 
necessary to use profitably the beauti- 
ful station buildings. Pure selling has 
become a problem not of real sales- 
manship but of gimmicks to move 
material from the dealer’s tanks and 
shelves—generally in the form of 
some kind of price discount such as 
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giveaways, trading stamps, special 
days. 

The industry in general has failed 
in improving the quality of its dealers 
and the dealers’ personnel and in the 
education of its people in true sales- 
manship on the driveway. 

HowarbD H. INGERSOLI 
Assistant General Manager, 
Domestic Marketing 
Atlantic Refining Co. 
Philadelphia 


Commercial Accounts 


PI will be the first one to admit that 
prior to 1950 too many jobbers were 
prone to extend to commercial cus- 
tomers a discount off established tank 
wagon prices. In part, this problem 
was of their own making; but in the 
past several years, due to gasoline 
dumping by major marketers, the 
situation has become _ increasingly 
worse and approaches the ridiculous 
(NPN—Sept. p116, and Oct., p73). 
Too many salespeople have dis- 
carded their sales manual in prefer- 
ence to a price book. I have person- 
ally seen many, many cases where 
quotations were made on new busi- 
ness which could have been easily 
gotten on a profitable basis but where 
discounts were initially offered with 
no effort to find out from the cus- 


tomer what competition had extended 
them. 


Our operation has lost some con- 
sumer business on prices of 1¢ to 2.5¢ 
below spot or transport price; but at 
the same time, with an aggressive sales 
organization, we have been able to get 
some small consumer business on a 
straight tank wagon basis. 

There seems to be some misunder- 
standing in “beating” competition 
rather than “meeting” competition. 
In a dogfight of this type, it has been 
our experience that in a cut price 
situation you will lose a customer 
just as you took it—on a strictly price 
basis. 

J. H. WILLIAMS, Jr. 
J. H. Williams Oil Co. 
Tampa, Fla. 


®& Your article hits the nail on the 
head—need I say more. The jobber 
is tiring, and has no more tears to 
shed on the subject. I fear that only 
direct action may be in the minds of 
some jobbers. 
JOHN I. KAISER 
Eau Claire Golden Rule Oil Co. 
Eau Claire, Wis. 


Mr. Kaiser is a member of the API 
Jobber Advisory Committee. For more 
about commercial account business, see 
page 78. 
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Cantilever Lights 


For POWER-GROOVE or V.H.O. Lamps 
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CUSTOMERS GET EXPERT SERVICE at the 
Morris Shell Service Station in Lima, Ohio. 


THIS NATIONAL CHARGE-POSTING SYSTEM elimi- 
nates losses from missing and forgotten charge slips. 


“Our @alional Charge-Posting System 
saves us *2,340 a year... 


pays for itself every 11 months!’’—morris shet! Service Station, 


“Our new National Cash Register 
automatically posts to customer’s 
ledger and statement at the same 
time,” writes R. J. Morris, owner of 
the Morris Shell Service Station. 
“As a result, it has greatly increased 
our record-keeping efficiency and ac- 
curacy. 

“With our previous bookkeeping 
method it took almost an hour a day 
to post charges and at least five 
hours a month to write statements. 
Our National System has mecha- 
nized all daily bookkeeping work 


and cut down end-of-month posting 
time to less than an hour. 

“We consider our new National an 
excellent investment. Through re- 
duced operating expenses, our Na- 
tional System saves us more than 
$2,340 a year, pays for itself every 
11 months.” 


fe ebest he Mons 


owner of the 
Morris Shell Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES 


i2 


HELPING BUSINESS SAVE MONEY 


R. J. MORRIS, owner of Mor- 
ris Shell Service Station. 


Lima, Ohio 


Your service station, too, can benefit 
from the time-and-money-saving fea- 
tures of a National System. Nationals 
pay for themselves quickly through sav- 
ings, then continue to return a regular 
yearly profit. National’s world-wide 
service organization will protect this 
profit. Ask us about the National Main- 
tenance Plan. (See the yellow me 


pages of your phone book.) 
*TRADE MARK REG. U.S. PAT. OFF. 
Sjalioneal 


CASH REGISTERS * ADDING MACHINES 
ACCOUNTING MACHINES 


wer paper (No Carson Required) 
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amember Me? | 
I'm dein wind 4 thet provides: 


¢ time saving convenience 

e safer traveling with less 
money on your person 

e monthly records for your tax 
accounting 


io cum Ja Cnd- Try sme au see / 


Happy Reminder to Customers. Tidewater Oil Co. isn’t letting anyone 
forget the conveniences of credit buying. This post card (above) goes to 


holders of Tidewater’s credit card, 


urging them to take advantage of a 


service that saves them time and bother. 


> 

PHANKSGIVING TIP. A New Eng- 
land dealer is cashing in on _ the 
turkey’s seasonal popularity. He’s rais- 
ing a dozen plump young birds right 
at his station. He plans to hold a 
drawing for them the week before 
Thanksgiving. In the meantime, neigh- 
borhood kids visit the cages to see the 
birds—often bringing parents with 
them. 


+, 


> 


SALUTING CUSTOMERS is a spe- 
cialty of Union Oil Co. of California. 
Recently the company’s house organ 
carried a feature article on the Flying 
Tiger Airline, an important commer- 
cial account. The same issue told of 
a unique presentation by a Union 
salesman. He gave a world globe fitted 
with revolving Ford cars to an account 
who had just opened a new car agency. 
A “76,” the company’s trademark, 
was prominently displayed atop the 
globe. 


LINE EMPLOYES are turning into 
the best salesmen oil companies ever 
had. Latest company to put non-sales 
personnel to work selling products ts 
Standard of Ohio. The company has a 
new program called “Sales Through 
Employee Participation” (STEP). Ba- 
sically the program is a credit card 
push, with all Sohioans recommending 
friends and relatives for cards. The 
company has also opened channels to 
encourage non-sales employes to sub- 
mit hot sales promotion ideas to man- 
agement. 


> 

NIGHTS CAN BE SLOW at a 24- 
hour station. Here’s a way your deal- 
ers can keep things humming around 
the clock. Suggest they set up a 
“pickup and delivery” service from 
10 p.m. to 6 a.m. While their cus- 
tomers sleep, the lube men can serv- 
ice the cars. Full lube bays at night 
pay off on the driveway, too. They 
give the station a busy look that draws 
late travelers. 


$ 


SPEAKING OF STAMPS — there’s 
more than one way to give trading 
stamps. One dealer keeps the stamps 
for his customers and gives them out 
at the end of each month. Others 
paste the stamps in a customer’s book 
and gives it to him when it’s filled. 
A third method involves a little more 
bookkeeping: Take the customer’s 
“order” for a premium and save the 
stamps until the premium has_ been 
earned. Obtain the gift yourself and 

with appropriate fanfare—present it 
to the customer. (For another stamp 


idea, see page 9.) 
oD 


CHRISTMAS is only a few weeks 
away. If you or your dealers give 
Christmas gifts to customers, here’s a 
good idea: Two Butte, Mont., deal 
ers give a plastic stamp moistener to 
regulars—at the beginning of Decem 
ber. The device is particularly wel 
come in advance of the Yule season, 
when card-senders get that familiar 
sticky taste in their mouths 
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STOP 
COUPLING 
LEAKAGE 


with 


Lever Seal 


Quick Couplings 


KNAPPCO 90° Elbow Check 


Years of leak-free service prove the 
superior quality of Knappco design 
and material. You can stop costly 
leakage with Knappco Lever Seal 
Quick Coupling replacements 


The changeover is so easy . every 
Knappco coupler and adaptor is inter 
changeable with parts of same size 
So you can replace as needed without 
excessive “down time’ for complete 
conversion 


@ Heavier Design 
without sacrificing lightness 


Positive Seal 
stops leaks & “weeping” 


Perfect Fit 
with any coupling of same size 


Pressure Engineered 
for working pressures up to 
300 psig, with wide safety margin 


New Sealing Levers 
take wire or ribbon seals 
to prevent tampering 


Factory Tested 
Every coupling and adaptor checked, 
tested, inspected and guaranteed 


For complete information 
about types and sizes write 


The Wm. A. Knapp Co. 


714 Independence Avenue 
Kansas City 6, Missouri 











You and your dealers will benefit 
from doing brake service with 
Raybestos products because of 


e HIGHER PUMP SALES—New customers are attracted to the station that 
features brake work. These motorists buy other petroleum products and build 
volume. 


e GOOD WAY TO KEEP CUSTOMERS LOYAL —The station that offers qual- 
ity brake service insures steady week-in, week-out business from its customers 
because they don’t have to go to another station for brake work. 


e GUOD WAY TO KEEP DEALERS LOYAL —The extra income from brake 
work will contribute substantially to the over-all station profit picture and 
make your dealers glad they’re in your family. Costly dealer turnover will 
thus be minimized, 


e RICH PROFIT SOURCE — With only three brake relines a week at $30.70 per 
job (based on average figures from Gasoline Retailer Flat Rate Manual), a 
service station operator clears $47.61 ... better than $2400 a year. 


But to get the most out of brake work, your dealers need Raybestos 
—not cheap, off-brand, inferior linings that might actually ruin repu- 
tations. For in addition to the fact that its linings set the standard for 
the industry, Raybestos offers many other vital advantages that assure 
a smooth, successful brake service operation. Here are four of them: 


National distribution . . . whether you’re a national or re- 
gional marketer, Raybestos can fully service your stations. Our 
distributors provide prompt delivery of parts at all times, so 
that extensive inventories are entirely unnecessary. 


Top brand name acceptance ... Because of its more than 30 
years of consumer advertising in the Post and other magazines, 
Raybestos has emerged the No. 1 brake lining in every survey. 
You thus waste no time and money creating acceptance for an 
unknown brand. 


Sound training program— Raybestos Brake Service Clinics (fea- 
turing up-to-the-minute brake service films) and factory schools 
quickly convert mechanics into brake specialists. Also invaluable 
are our illustrated booklet showing how to set up a brake 
service operation, Brake Service Guide, and technical bulletins 
for trouble-shooting. 


Excellent merchandising aids... the famous Raybestos 7 Point 
Brake Check—the one plan that really makes wheels off pay off 

and the colorful point-of-purchase material are just two of 
the many sales stimulants ready to go to work for your dealers 
whenever you give the word. 


AMERICA’S BIGGEST SELLING FRICTION MATERIAL 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 
RAYBESTOS-MANHATTAN, INC. Brake Linings © Brake Blocks © Brake Fluid Clutch Facings © industrial Rubber 
Mechanical Packings ¢ Asbestos Textiles ¢ Engineered Plastics ¢ Sintered Metal Products « Rubber Covered Equipment ¢ Laundry 
Pads and Covers © Abrasive and Diamond Wheels © Industrial Adhesives ¢ Bowling Balls 
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What They're Saying 


About station building 
... oil vs. nuclear fuel 
... Detroit's new autos 


66 Oil companies should recognize 
that building outlets for the 1965 
market has certain drawbacks. Jobbers 
don’t like it and neither do the dealers. 
And if enough of them howl, they can 
march on Washington and get their 
legislators to do something about it. 
Respect and regard for others must 
be preserved because it leads to better 
human relations, something some ma- 
jors are working on now.” Prof. 
Charles Hewitt, School of Business, 
University of Indiana. 


¢¢ My own company now has some 
2,000 fewer outlets than it did in 1950, 
and the annual volume per outlet has 
increased appreciably. We believe it 
is good business to avoid building or 
trying to operate uneconomic service 
stations.” George D. McDaniel, man- 
ager, dealer and distributor relations, 


Socony Mobil Oil Co. 


6¢ Frankly, we’re not nearly as con- 
cerned with so-called overbuilding of 
stations as we are concerned about 
this problem of eliminating the dogs 
just as quickly as feasible.” William 
P. Marquam, manager of trade re- 
lations, Pure Oil Co. 


G¢ At times the need of the manu- 
facturer for moving greater volumes 
of his products in order to maintain 
his operating levels, results in press- 
ures that indirectly result in sacrifice 
of standards. This competition for 
volume seems to have resulted, 
especially in the higher consumer 
markets, in there being two service 
stations where one is probably enough 
to insure adequate service to the 
public.” J. H. Dunn, president, Sham- 
rock Oil & Gas Corp. 


6¢ On one charge of uranium fuel the 
nuclear powered submarine Nautilus 
steamed 62,562 miles, over half of 
which were submerged. To duplicate 
this, a diesel-powered submarine the 
same size would require over 2-million 
gal. of fuel oil and require refueling 
at least twenty times. It could not du- 
plicate the speed of the Nautilus.” 
T. S. Gates, Jr., Secretary of the Navy. 
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What They’re Saying 





OA good weather-forecasting method 
capable of three-to-four-month fore- 
casts could save the industry $100- 
million.” Forrest Blanding, assistant 
manager, Economic and marketing 
research department, Esso Standard 
Oil Co. 


GC We (home heating oil jobbers) are 
caught between a purchase price estab- 
lished by our suppliers and a selling 
price established by a competitor who, 
quite often, is not the principal con- 
tender in the market place. The dif- 
ference between the two prices, more 
often than not, does not have any re- 
lation to the jobbers’ cost of doing 
business.” ination W. Lewis, president, 
Lewis Oil Co., Port Washington, N. Y. 


(6 Trading stamps are the No. | 
marketing evil, and they are going to 
be with us for some time. As oil mar- 
keters, we should follow the lead of 
grocery chains by boosting the price of 
our product to cover the extra cost of 
these stamps.” L. E. Kincannon, 
executive vice president, Rock Island 
Refining Corp. 


66 Have you ever stopped to realize 
how many men are now being asked to 
sell grease who have never been in a 
grease plant? Let’s be sure the men 
we ask to sell our industry’s product 
have seen and are familiar with our 
plant operations.” H. A. Mayor, Jr., 
executive vice president, Southwest 
Grease & Oil Co., Wichita, Kan. 


6¢ You have to change with the times 
to be a well-dressed woman—or a 
good marketer.” L. W. Sweet, market- 
ing vice president, Pure Oil Co. 


NPN’‘s Saying-of-the-Month 





GC Why is it automobile designers 
insist upon lethal projectiles such as 
hood ornaments when removing them 
would actually be an economy and 
safety measure? Why do they insist on 
hinging glove compartment doors in 
such a manner that they become 
guillotines in car crashes? Why is it 
that station wagons presumably de- 
signed to carry a load offer no pro- 
tection in payload shift, further ag 
gravated by smooth decks which offer 
no resistance to the load shift?” Prof. 
Jonathan Karas, University of New 
Hampshire. 
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ANGELUS 


CAN CLOSING MACHINES 


Angelus seamers are designed to meet the 
round can closing reqgirements for all types of 
petroleum products, liquid or solid, from 30 
up to 500 cans per minute. 


Angelus machineg are rugged and 
dependable; they afe simple to operate 


and maintain,they fepresent the 
lowest possible initial investment. 


Angelus hag over 45 years of experience and 

is the nation’s Ofily manufacturer exclusively 
producing automatic round can closing 
machines. Write today for complete details. 
Specify produets, can dimensions and 
capacity requirements, 


ANGELUS 


Sanitury Can Machine Company 





Standard’s local buying means good business 
for more than 26,000 “hometown” suppliers 


Our shopping list covers everything from adding machines to zinc. Almost any item 
you can name — from commonplace things like pencils, paint, pipe, printing to the less 
ordinary like binoculars, badges, blankets and burglar alarms — is on our 50,000-item 
shopping list. 

Here in the West alone, last year Standard was a good customer for more than 10,000 
suppliers of goods and services, to whom we paid more than $250,000,000. This was an 
important factor in the business health of many western towns, 


When a sum like this goes into circulation it spreads out in all directions to support 
jobs and payrolls. It helps assure customers for thousands of enterprises, both small and 
large, including Standard. That’s why we make every practical effort to buy locally —~ 
it means better business in the communities we serve. 


hai} 
; 


vi 





Progress in the West means — 


Encouraging the growth of local 
business to help provide jobs for a 
population predicted to increase by 
one-third in ten years.* 
1968: : 
30,418,000 : < 


1958: 
22,774,000 





*U.S. Census Bureau projection for California, 
Oregon, Washington, Idaho, Nevada, Utah, 
Arizona and Alaska, Hawaii estimates. 








STANDARD OIL COMPANY OF CALIFORNIA 


plans ahead to serve you better 
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The Southwest: Border War 


Faced with Mexican price heat and a crusading 
editor, El Paso marketers have their troubles 


WHEN A BUNCH of oil marketers 
1.5-million gal. a month of gaso- 
business slipping away from them, 

they become just 

a little disturbed. 

When a crusad- 
ing newspaper ed- 
itor rubs salt in 
the wound by 
jumping on these 
marketers for 
“high” gasoline 
prices, they be- 
come more than 
disturbed. 

This is the sit- 
uation in El Paso, 
Tex., a city that likes to call itself the 
“Sunshine Playground of the Border.” 
El Paso marketers’ troubles lie, partly, 
on the other side of that border in 
Juarez, Mexico. 

South of the Border—Juarez serv- 
ice stations sell an estimated 1.5- 
million gal. of gasoline each month 
to El Paso motorists—U. S. citizens 
who cross the Rio Grande and fill 
up on un-taxed gasoline. 

Today in El Paso you won’t find 
many jobbers. Some have sold out. 
Private branders are almost non-exis- 
tent. 

rhis condition exists despite the fact 
El Paso’s population is booming (from 
130,485 in 1950 to more than 200,000 
now); it’s a year-round tourist spot, 
and military activity is heavy in the 
area. Apparently jobbers aren’t will- 
ing to tackle the “over the river” 
problem. 

Across the Rio Grande in Juarez, 
service stations abound. Most are 
One- and two-pump deals, with some 
of the pumps the old hand-crank 
variety. Some are nice looking sta- 
tions that compare favorably with 
multi-pumps in the U. S. 

But El Paso’s marketers claim that 
station appearance, or service, means 
nothing there. All the stations do a 
booming business, especially on week- 
ends. Some sell gasoline 10¢ to 12¢ 
gal. below major-brand postings in El 
Paso, All sell at least 8¢ below, be- 
cause that’s the amount of state and 
federal taxes at El Paso stations. 

Crusading Editor—This gent, says 
one marketer, “likes to go charging 
around with the idea everybody is 
trying to gouge the American con- 
sumer. He attacks gasoline prices, 


By Marvin Reid 
Southwest Editor 
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bread prices, the United Fund—every- 
thing. The people read his stuff, too.” 

Many marketers say this editor in- 
spired the recent suit filed by the 
Texas attorney general against three 
refiners in the El Paso area: Standard 
of Texas, The Texas Co., and El Paso 
Natural Gas Products Co. are ac- 
cused of violating anti-trust law by 
agreeing to maintain tankwagon prices. 

This, of course, has aided the 
Juarez stations and hurt the El Paso 
ones. 

Source of Product—The supply 
situation in Juarez is peculiar. In the 
ory the state-owned Petroleos Mexi- 
canos (Pemex) is supposed to take 
care of all Mexican needs. But Pemex 
doesn’t have the product. 

Juarez stations, even the few of 
Pemex, are supplied by refineries and 
terminals located in El Paso and 
owned by U. S. companies. One sup- 
plier’s explanation: “If we don’t sell 
them, the other companies will.” 

What’s Next?—As El Paso market- 
ers see it, two developments could 
change the picture—perhaps drastic- 
ally: 

e Complaints of inferior gasoline 


sold at Juarez stations, reportedly on | 
the rise, could keep many customers 


in El Paso. 
e Pemex could decide anytime to 
run all the Juarez business itself. 


e Oklahoma is the worst price-wat 
state in the Southwest, says George 
J. Gregor, marketing vice president 
of Magnolia Petroleum Co. 

“At one time in 1957, 90% of our 
bulk stations there were 
dealers at below-normal prices 
wars of different kinds,’ he says. 


“I'd say Texas was the next worst, | 


followed by Arkansas, then by New 
Mexico and Louisiana.” 


e New Orleans Petroleum Corp., 
one of the region’s largest oil jobber 
ships, has become a direct marketing 
operation of Magnolia Petroleum Co 

The 20-year-old business consists of 
a 25,000 bbl. bulk plant, five tank 
trucks, two stake trucks and several 
service trucks. It has 20 employes, 
supplies some 56 dealers in the New 
Orleans area. 

This sale leaves New Orleans with 
only one major independent whole 
saler, Dufau Petroleum Corp., Phil 
lips. All others operate direct 
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selling to | 
price | 


opw 
No, 23 VAPOR VENT 


Or Service Station 


Underground Storage Tanks 


escaping 
vapors 
upward 


Lliminates the hazards 
of combustible 
Yapors accumulating 
at ground level. 


High capacity unrestricted vent 
ing area allows storage tanks to 
breathe more freely, greatly in 
creasing the efficiency of the 
faster, safer delivery features of 
modern “‘tight-fill’ service 


One compact non-corrosive alu 
minum unit. Complies with all of 
the latest fire prevention regula 
tions for upward venting of gaso 
line storage tanks. 


_ 


INSTALL IT! 
~ FORGET IT! 


Write for 
FREE 
Bulletin @ 
NP-24 


~ 


CORPORATION 


VALVES « FITTINGS ¢ ASSEMBLIES 


for handling hazardous liquids 


2735 Colerain Avenue 
Cincinnati 25, Ohio 
PHONE Kirby 1-5400 





NEW EATON TANDEMS 
haul more legal payload— 


REDUCE 
MAINTENANCE 
CosTs 


More than 
Two Million Eaton Axles 
in Trucks Today 


EATON TANDEMS effect important savings in overall length and 

gross vehicle weight—permit the hauling of maximum legal pay- Save — than five 

load. While saving some 400 pounds of weight (in the 38 Series), inches in OAL 

Eaton has actually achieved greater strength through improved Save 400 pounds of GVW’ 


design and metallurgy and the use of Eaton Inductalloy Axle Shafts. ; 
Simpler, more compact 


design 


This greater stamina—plus simpler construction, fewer parts, 
and easier servicing—means lower maintenance cost. 

Although announced only six months ago, the outstanding Fewer parts 
performance and dependability of these new Eaton Tandems 
have been proved conclusively, both in the testing laboratory 
and when subjected to the severe conditions of heavy-duty haul- Inter-axle differential 
ing. They are available with single reduction, two-speed, or with lock 
planetary double reduction axles, in a wide range of gear ratios. 
Ask your truck dealer for complete information. 


Easier servicing 


Inductalloy Axle Shafts 


38 Series 


AXLE DIVISION 
EATON MANUFACTURING COMPANY 
CLEVELAND, OHIO 








3) PRODUCTS: Engine Valves « Tappets « Valve Lifters e Valve Seat Inserts ¢ Jet Engine Parts e Gears e Hydraulic Pumps 
Truck & Trailer Axles ¢ Truck Transmissions « Permanent Mold Iron Castings « Automotive Heaters & Air Conditioners 
Fastening Devices * Cold Drawn Steel « Stampings ¢« Forgings e« Leaf & Coil Springs « Dynamatic Drives & Brakes 
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The Midwest 


Another jobber switches 
— Midwest majors woo 
coy Madam Motorist 


EVEN THE BEST  supplier-jobber 
understanding can’t cure all the head- 
aches of dual distribution. 

That’s the lesson Shell Oil Co. 
learned when it 
lost its long-time 
Dayton, Ohio, dis- 
tributor, Davis 
Oil Co. Davis 
switched to Phil- 
lips. 

Davis had beer 
an aggressive 
well-financed job 
bership, with < 
sensitive finger on 
local business anc 
housing develop- 
ments (NPN—Aug, p118). Recently, 
Shell and Davis had worked out a 
new agreement, giving Davis exclusive 
distribution in a sector of formerly 
direct Shell territory. 

The arrangement was an improve- 
ment Over competition between sup- 
plier and jobber. But for Davis, the 
franchise area was cramped. Jack 
Davis, Jr., head of the jobbership, was 
bursting with expansion plans and had 
money to finance them. But there was 
no place to go. Even the prospect of 
diversification (Davis is building 
a suburban shopping center) wasn’t 
enough. 

Then along came Phillips, eager to 
move into the lucrative Ohio market 
(see page 82). Phillips had newly 
acquired transportation and storage 
facilities and was looking for outlets. 

Phillips offered Davis an exclusive 
franchise in the entire Dayton area, 
with no dual distribution. Davis 
snapped up the offer. 

In a sense, all three parties benefit 
from the deal. Phillips has substantial 
representation in Dayton (the com- 
pany is also negotiating with jobbers 
in Columbus and Cincinnati); Davis 
has room to expand; and Shell—de- 
spite a big initial reduction in gallon- 
age—can now concentrate on its direct 
operation throughout Dayton. 


Lewis Brigham 
Midwest Editor 


e Madam Motorist—said by one 
major to account for 50% of its total 
sales—is being ardently courted in the 
Midwest this fall. 

Skelly Oil led the industry in intro- 
ducing a special pastel blue ladies’ 
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credit card last year. Now it’s pushed 
the feminine love for soft colors a step 
further. 

The Kansas City company now has 
a prefab station with porcelain panels 
tinted the same shade of blue as its 
ladies’ credit cards. (Chicago Vitreous 
Corp. developed the station.) One is 
already in operation in Kansas City 
and a second is expected to be erected 
shortly. 

Skelly says its interest in the blue- 
tinted porcelain stems from what it 
calls “phenomenal” success of the blue 


Retuelo Heavy Equipment at 30 CPM. 


7 
i 


Regions 


credit cards. Since the cards were in- 
troduced the first of the year, the 
number of holders has risen at least 
25%, says Jess Knowles, Skelly’s 


marketing vice president. 


In another attempt to woo the 
woman motorist, Oklahoma Oil Co. 
(Jersey Standard affiliate) has begun 
a promotion tied in with 200 Jewel 
Tea food stores. For every purchase 
of a gallon of gasoline or 25¢ worth 
of TBA, customers receive a coupon; 


100 of these are traded for a $1 food 


certificate good at Jewel Tea stores 


NEW TOKHEIM 


DOUBLE-ACTION 


PISTON PUMP 


Better service for your 
construction customers 


Here’s a dependable, double-action hand 
pump designed especially to serve heavy 
equipment. A sure consumer business- 
builder! Delivers 30 g.p.m. on both for- 
ward and back strokes! Proved in rugged 
military service—now released for the first 
time for civil use. Long life. Tests over a 
million gallons! Check the many features, 
then call your Tokheim representative. 





FEATURES 


® Double-action piston delivers steady flow—30 
g.p.m. @ Piston has heavy leather cups back- 
to-back for positive seal ¢ Self-priming — verti- 


OKHEIM 


1100 SERIES 


cal lift to 30 feet © Spring-loaded, stainless 
steel, poppet-type valves and seats e Heavy alu- 
minum alloy housing ¢ All stainless steel or 


corrosion-resistant inside © Removable strainer 
screen ® Four models — both hose and spout 
types — for vertical or horizontal mounting. 





Model 1166 
Tokheim 
Double-Action 





General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 Wabash Avenue 


SINCE 1901 Fort Wayne 1, Indiana 





Piston Pump 


Subsidiaries: Tokheim N.V., Leiden, Holland—GenPro, Inc., Shelbyville, Ind 


Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont 
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Continental puts extra service 
into every steel container 


From advanced research to faster 
delivery, Continental container service 
smooths your shipping problems 


Continental gives you the highest quality steel con- 
tainers plus the benefits of famous Continental 
service. You deal with a Continental expert who 
knows the problems of the petroleum industry. 
You order from a complete line of steel containers, 
superbly lithographed for powerful sales appeal. 
You get fast delivery of all the containers you 
need, when you need them. And if you have a 
special problem, Continental’s research and engi- 
neering services help you solve it. Let us show 
you what we mean by famous Continental service. 
Call today. 





Exclusive Perma - Lining 
enamels provide 100% 
protection for hard-to-hold 
petroleum and chemical 
products. Perma-Lined 
containers are airless hot 
sprayed after fabrication 


to prevent corrosion-Caus- 
ing cracks and assure C CONTINENTAL 
100% complete interior CAN COMP ANY 


coverage. In tight or open 

head pails—with lug, ring 

seal or lever lock covers. Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 

Pacific Division: Russ Building, San Francisco 4 
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Regions 


gasoline supply,” Fischer says in ex- e Nelson Oil Co., Texaco jobber 
The Fast plaining the switch to Fleet-Wing. in northern Vermont for 25 years, has 
Pease Oil Co. gave up its private hauled down Texaco’s star and re 
brand to join the Fleet-Wing family. placed it with Tidewater’s Flying A. 
Death of a trade group It had been selling private-brand Nelson is now a Tidewater con- 
_ Sohio Ss moving East gasoline in Erie and Niagara counties signee in Orleans County, serving 18 
: ; since 1956. Before that it was a Cities dealer accounts plus farm and com 
= A jobber switches Service jobber. mercial customers from his 96,000 
THERE’S ONE LESS oil trade as- Pease sells Fleet-Wing at more gal. bulk plant at Norton. 
sociation in the East these days. Fuel than 30 stations in the two counties 
Oil Distributor’s Assn. of New Jersey and is expanding at the rate of one @ Tidewater Oil Co. has taken 
has called it quits. new station a month for the balance title to a 60-acre tract on the southern 
Trustees turned a of this year. In addition to Fleet-Wing branch of Elizabeth River, Norfolk, 
management of ‘ automotive products, Pease is getting Va., for a bulk terminal. | 
FODA affairs heating oil from his new supplier. Tidewater says construction will 
over to the older - To supply its first jobbers in the tuke six to seven months, but the 
and larger Fuel : ; Empire State, Fleet-Wing is leasing a start isn’t scheduled yet. Capacity will 
Merchants Assn. \ | barge plant in Buffalo. be from 750,000 to 1-million gal. 
of N. J. A mail 
poll showed that 
FODA members 
favored this step 
by a large major- Cornelius Brodersen 
ity. FODA_ was East Coast Editor 
made up principally ot retail heating 
oil jobbers and resellers; FMA mostly 
of coal men who also handle oil. 
The merger (absorption would be 
more accurate) is being interpreted 
two ways: 
e To some, the move shows the 
weak position of oil men in_ their 


battle against gas heat. FODA, they | PROVIDES 


point out, had about 280 members. 


FMA had over 670 members. FODA ONE-STOP 


was set up On a statewide basis but 


didn’t have strong support in many SERVICE 


areas. It wasn’t able to attract and 
keep suitable leadership in the execu- PLU 4 
tive director’s post. 
e To others, the move strengthens 
oil heat’s position. Now, they point INCREASED 
out, there’s one statewide organization 
under excellent leadership, and there’s PROFITS 
no more duplication of organizations 
and services. . , 
Still functioning is Oil Heat Coun- Your Service Station 
cil, a unit of FODA. OHC is the pro- | ¢am enjoy the in- 
motion arm of oil heat and now has creased profits made a af 
a larger field to solicit contributions possible by offering “Our BRAK! VBIL ‘, purchased a year ago, 
Seam. Brake Work to your provides a complete ( toy for our 


> RB ; 
customers. Af leasf customers. z 


' a approximately 0.00 eck,..and gasoline 
“ Standard of Ohio a one-half of the cus- sales have increased suahie erably as a result of 
eastward. Through its Fleet-Wing 


nif ee fomer charge on a these satisfied brake service customers. Inciden- 

marketing subsidiary, Sohio has bro- brake job is Gross tally, we machine all four brake drums on prac- 

ken into western New York. Profits tically every brake job,” says Edgar H. Stolte, 
Fleet-Wing has signed up Edward Edgar’s Shell Service, St. Louis, Missouri. 

J. Fischer Oil Co. and Pease Oil Co., 

both of Buffalo, as jobbers in an ne a | 

area estimated by Fleet-Wing to have : BARRETT EQUIPMENT CO. 

an annual potential of 7-million gal. 2101 Cass Ave., St. Louis 6, Mo. 
Before going to Fleet-Wing, Fisher Please send FREE copy of Brake School Bulletin No. 208 — 

. . . Servicing Hydraulic Brake Systems 

handled Sterling (Quaker State) gaso- 

line and heating oils for 20 years. It 

serves 18 service stations in Erie, 

Niagara and Chautauqua counties; 

i’s about to build a new outlet in 

Buffalo. 
“We wanted to make sure of our 
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Another 
Father-and-Son 
RICHFIELD 
Distributor 
Team 





TABLE TALK: Father-and-Son executives of the busy Benson Oil Com- 
pany, Independent Richfield Distributors of Columbia, South Carolina, 
talk business strategy around conference table. Left to right, they are: 
Herb, Jr., Herbert L. Benson, Jerry and Jim. 


Richfield Distributorship Provides 


“Security For My F amily” 


says Herbert L. Benson 


Herbert L. Benson began in the oil business in 1933. Did 
well, too. But he wanted to do better. So he started looking 
around... 


“We looked over the whole field,’ he says, “and decided on 
Richfield in February, 1956. What swung me? Well, quality 
of product is the best assurance of satisfied customers, and 
the quality and performance of Richfield products are fa- 
mous along the Eastern Seaboard. Besides, I wanted inde- 
pendence. | wanted security for my 3 sons, Herb, Jr., Jerry 
and Jim. And an Independent Richfield Distributorship pro- 
vides them with plenty of security. 


“What’s more, the Richfield people must have invented the 
word ‘cooperation.’ Because they sure know how to cooperate 
on every count. Help is yours for the asking. Help right from 
the top. And Richfield advertises and merchandises the brand 
to beat the band.You bet I’m glad we changed to an Inde- 
pendent Richfield Distributorship!” 


THERE MAY BE an Independent Richfield Distributorship 
available in your territory. We suggest you write, wire or 
phone us now. 


.\ RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 THIRD AVENUE, NEW YORK 17, N.Y. 


Serving the Eastern Seaboard from Maine to Florida 


NATIONAL 





The West 


Texaco mechanizes credit 


—Hancock keeps growing 
—Oil's helping L.A. 


TEXACO’s new mechanized central 
credit card office in Los Angeles 
has now taken over all current ac- 
counting for some 500,000 customers 
in California, Arizona, Nevada, Ore- 
gon and Washington. 

This is part of The Texas Co.’s 
national shift from manual to mech- 
anized handling of the _ issuance, 
billing and renewals of credit cards. 
Other central credit card offices have 
been opened in New York, Houston 
and Chicago. 

As the Los Angeles office opens, 
a 60-employe credit card section in 
Seattle (for Washington and Oregon 
customers) shuts down. 

Through mechanization, the 109- 
employe Los Angeles office will ob- 
sorb the work without adding a man. 

“It would be wrong to say that 
we're settling into this without any 
‘bugs’ whatsoever,” says Richard E. 
Olson, retail accounting manager. 
“But you can say that we're pleased 
with the progress that we’ve made 
thus far.” 


e A multi-million-dollar refinery fire 
last spring at Hancock Oil Co.'s 
Long Beach refinery hasn’t noticeably 
slowed down the company’s market 
expansion. 

Five stations are now under con- 
struction. Besides these, 33 stations 
have been acquired or completed in 
the past 18 months. 


e Oil companies have helped make 
Los Angeles one of the nation’s lead- 
ing cities in new construction. 

In the past two years, Union, Gen- 
eral Petroleum, Superior and Texaco 
have built multi-million-dollar struc- 
tures. 

This summer Pennzoil moved into 
its new building at 1630 West Olym- 
pic Blvd. About Dec. 1 Tidewater 
will transfer central operations from 
San Francisco to its new building at 
Wilshire and Crenshaw. 


e Service Station Supply Co., Los 
Angeles distributor of batteries and 
accessories in western states, has taken 
on the U.S. Tire line in all areas ex- 
cept King County, Wash. At the same 
time the firm has entered into a sales 
commission contract with Union Oil 
covering all TBA sold through Union 
outlets. Existing commission contracts 
with Firestone and U.S. Rubber will 
continue. 
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The Rockies 


Station success story 


stems from smiles and 
service—not stamps 


“WE DO IT ALL without stamps.” 

That’s the proud boast of Roy Jost 
in describing the substantial growth 
of a Denver sta- 
tion he opened 
last spring with 
his partner, Herb 
Owens. 

Opened in mid- 
April, the two- 
bay, Six - pump 
station sold more 
than 21,000 gal. 
of gasoline in the 
latest month—a 
steady climb from 
the first month’s 
11,000. gal. 

TBA and Service—But that’s only 
part of it. Jost and Owens, dealers for 
Bay Petroleum Corp., are showing 
IBA sales of $1,500 a month and 
labor and service tickets averaging 
about 50¢ a gal. 

Some service business followed the 
partners from a station they operated 
formerly for a different supplier. A 
considerable amount of the service in- 
come in the latest month came from 
semi-annual state car inspections. 

What’s the Formula?—There are a 
lot of factors behind the partners’ suc- 
cess. Here are some: 

e Service calls are made to regu- 
lar customers without charge. “You'd 
be surprised how many more calls 
we get and how many more batteries 
and tires we sell,” says Jost. 

e A special air pump is available 
to bicycle riders. It keeps the small 
fry off the driveway and encourages 
their parents to trade there. 

e “We always greet our customers 
with a smile and approach them from 
the front of the car,” says Owens 
“We might save hundreds of steps a 
day by coming around from the rear 
but that way we wouldn’t be able to 
let them know we're happy to see 
them.” 

Getting Started—The partners laid 
the foundation for their success 
by house-to-house canvassing in the 
weeks before the formal opening of 
their station. During these visits they 
got more than 500 credit card appli- 
cations. They got 325 more by send- 
ing out 1,500 applications to persons 
in the city directory. Jost and Owens 
report nearly 50% of their customers 
use credit cards. 


By Frank Pitman 
Rockies Editor 
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Two strands of steel wire add 
strength, conduct static electricity to the 
ground through UL-approved couplings. 











Neoprene tube resists high- 
octane gasoline, stays flexible 
at sub-zero temperatures. 
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QUAKER “QUAPRENE” HOSE 
handles all gasoline grades 


Double-wire reinforced for 
strength and static elimination 


QUAPRENE  gasoline-pump hose 
is compounded to pump the wide 
range of today’s octane grades. Its 
synthetic rubber tube is not affect- 
ed by hydrocarbon attack. Non- 
swelling, thick, and smooth, the 
tube maintains maximum fuel flow 
throughout its long life, and can’t 
contaminate its contents. 


Strong cotton-yarn reinforcement 
is interwoven with two parallel 
strands of steel wire, which prevent 
kinking and act as static conduc- 


tors grounded to the couplings. 
The strong neoprene cover with- 
the 


abrasion and 


actinic action of sunlight. 


stands severe 


Available in cut lengths with UL- 
seal couplings, or in long 
lengths; 34” I.D.; 114” O.D. 


reel 


For complete information on Quaker 
QUAPRENE hose, write Quaker 
Rubber Division, H.K. Porter Com- 
pany, Inc.; Philadelphia 24, Pa., or 
Pittsburg, California. 





JH.K. PORTER COMPANY, INC. 


QUAKER RUBBER DIVISION 


NEWS 





More light power with lower costs 


NEON PFwHROYMPUVUVUCTsSs 


, INCORPORATED 


ry ome E.izmma 1, Ohio U.S.A. 


Originators of 
PLASTILUX Signs 


We operate filling stations. Please have 
a Signvertising Engineer call. 


NAME 
TITLE 
COMPANY 
ADDRESS 
CITY 


24 


For years NPI has served the varied 
needs of both the largest ’and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
with years of trouble-free use built into 
them has been met. In addition, the ca- 
pacity to deliver on schedule, without 
fail has established NPI as the most 
reliable supplier of illuminated filling 
station signs. 


The services of a Signvertising® Engi- 
neer to help you modernize your entire 
sign program are available with no obli- 
gation. Just use the coupon at the left. 


WRITE TODAY — Use this coupon to get 
the services of a Signvertising® Engineer. 
No obligation. 
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Pennsylvania Petroleum Assn. 


KEYSTONE STATE oil jobbers say 
they’re fed up with being frozen out 
of commercial consumer gasoline ac- 
counts. They want action—even if it 
means a congressional probe. 

At the fall convention of Pennsyl- 
vania Petroleum Assn., the subject 
was kicked off by Joseph Butler, PPA 
head. 

His comments led to the adoption 
of resolutions that (1) call major- 
company commercial account tactics 
unsound economics and unfair com- 
petition, (2) ask National Oil Jobbers 
Council to reappraise its support of 
the 27% depletion allowance on 
the theory that some of this money is 
subsidizing marketing losses by ma- 
jors, and (3) suggest NOJC take steps 
at the national level to clear up the 
commercial accounts problem. 


Jobber opinion of major compa- 
nies, Butler hinted, is at an all-time 
low due to lost commercial accounts. 
“It is unfortunate,” Butler said, “this 
worsening attitude comes at the time 
the industry’s new Committee on Pub- 
lic Affairs is completing its organiza- 
tion. Most jobbers felt they should 
go along with the work of the com- 
mittee; now they are beginning to 
wonder.” 

Do Majors Need Jobbers?—Butler 
said it’s possible many integrated 
companies feel they don’t need the 
jobber. “Perhaps you can market all 
your products without jobbers, but 
you can’t do a public relations job 
without them,” he said. 

“Without the jobber, you'll have 
nothing but big business, big govern- 
ment and big labor, which will ulti- 


Colorado Petroleum Marketers 


PROBLEMS of Colorado jobbers 
ranged from ducks to commercial 
accounts—mostly the latter—at their 
fourth annual meeting in Colorado 
Springs. 

The noisy Broadmoor Hotel ducks 
awoke a couple of hours before the 
guests, then proceeded to wake up 
anyone whose window faced the lake. 

There was a_ universal feeling 
among the jobbers that low commer- 
cial account prices constitute a serious 
problem. This issue was discussed ex- 
tensively in a panel on jobber-sup- 
plier relations. 

Harry Kennedy, Continental Oil 
senior vice president, challenged the 
claim that major companies are re- 
sponsible for low prices. He cited 33 


cases in the Rockies where jobbers 
obtained commercial account business 
by underselling majors. 

E. H. Lyon, Phillips sales depart- 
ment manager, said he didn’t know 
what the answer was, but he thought 
that poor earnings’ statements might 
help correct the situation. 

Others on the panel were Paul 
Bradley, Bay jobber, Colorado 
Springs; Herb Rapp, Mobil jobber, 
Denver, and Frank Breese, NPN edi- 
tor, moderator. 

A highlight of the meeting was 
George McDaniel, Socony Mobil’s 
manager of distributor and dealer re- 
lations. He spoke on “What I would 
expect from my supplier.” The audi- 
ence was impressed by McDaniel’s 


Associations 


mately add up to big regulation and 
big socialism.” 

What Do Majors Say?—J. G. 
Jimenez, Tidewater’s vice president 
and general manager, spoke at the 
convention luncheon. Admittedly, he 
said, commercial accounts are the 
hardest to explain. “Let me ask you 
a question: Just as you dominate the 
home heating oil business because of 
efficient service, is it not conceivable 
that certain business is more adapt 
able to the operations of integrated 
companies?” 

PPA members are concerned over! 
proposals to increase both state and 
federal motor fuel taxes. Fuel is now 
taxed S¢ a gal. by the state and 3¢ 
a gal. by the federal government 
Both government units are talking 
about adding new taxes of 2¢ a gal 


Assn. 


blunt and often critical remarks. 

McDaniel cited overdevelopment of 
some service station markets as a 
cause of dealer turnover. Said Mc- 
Daniel, “There is no justification for 
any experienced oil marketer to over 
develop a given retail market.” 

The general feeling was that the 
Colorado Petroleum Marketers Assn., 
now entering its fifth year, is out of 
the woods. More than 200 registered, 
a new high, including suppliers, equip 
ment reps and wives. Membership 
rose from 48 to 73 since Jan. 1. 

Don Johnson, executive secretary, 
did an efficient job of running his 
two-day program, climaxed by a re 
ception on a swimming pool deck 
(no one fell in) and a gala banquet 


Florida Petroleum Marketers Assn. 


THE THREAT of natural gas is be- 


ginning to bother Florida jobbers. 
Even though Florida has only a few 
degree days a year, heating oil is a 
good business for many jobbers. 

To a visitor it seems that Florida 
jobbers shouldn’t have any problems, 
with their perpetual sunshine and at- 
tractive subtropical scenery. At their 
fall meeting in Fort Lauderdale, 
though, the problems followed the 
national pattern — depressed prices 
and deterioration of commercial ac- 
count business (for a report on com- 
mercial accounts, see page 78). 

The commercial account problem 
was explored in a panel discussion on 
jobber-supplier relations, featuring J. 


G. Jordan, Shell marketing vice pres- 
ident; E. H. Lyon, Phillips sales de- 
partment manager; Frank Robshaw, 
Atlantic jobber, Palatka; and J. H. 
Williams, Pure jobber, Tampa, with 
Frank Breese, NPN editor, as mod- 
erator. 

Both Jordan and Lyon reported 
that their companies had lost large 
volumes of commercial consumer 
business because of their respective 
policies of not underselling jobbers. 

To meet the natural gas threat, 
Florida jobbers were urged to organ- 
ize immediately. Robert Lynch, Jr., 
executive secretary of Central Con- 
necticut Better Home Heat Council, 
grimly described how New England 
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jobbers lost out to natural gas be 
cause of their failure to combat it 

A hard-hitting talk by Dwight Ben 
ton, Indiana Standard marketing vice 
president, warned the jobbers that a 
drastic revolution is under way in 
petroleum marketing and that it may 
last for years. He told them that sup 
pliers don’t set margins, but that the 
jobbers themselves make and unmake 
their margins. 

[he two-day meeting, held at the 
new Galt Ocean Mile Hotel, attracted 
the largest turnout of any Florida 
convention, about 240. 

Gene Maples, FPMA 


secretary, was praised for his expert 


execulive 


handling of the meeting 





AVONCRAE'T Porcelain Enamel Stations 


are designed for economical movability 





One of the outstanding features of Avoncraft 
Porcelain Enamel stations is that they are en- 
gineered for economical movability. Should the 
traffic pattern change the entire station can be 
moved to a new location... inexpensively and fast! 
For complete details, write for our brochure 


showing Avoncraft stations in full color. 


architectural products = [ i) 
} f 


Woneral 


A DIVISION o Ff 
AVONDALE MARINE WAYS, INC 


P.O. BOX 1030 e NEW ORLEANS 8, U.S.A 
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Associations | 


NPA 


HOW CAN OIL MEN best serve 
the needs of the changing American 
economy? 

That was the central topic at the 
fall meeting of the National Petro- 
leum Association at the Hotel Tray- 
more, Atlantic City, N.J. 

Keynote speaker M. J. Rathbone, 
president of Standard Oil Co. of New 
Jersey, said, “In an industry made 
up of so many different segments, 

the fellow who thinks he can 
stand pat is thinking wishfully—if he 
is thinking at all.” 

In pointing up the changing char- 
acter of the marketing segment, Rath 
bone singled out the growth of private 
branders as “one of the most vigorous 
developments.” There are now 25.- 
000 private brand outlets in the U.S. 
he said, and the number of private 
brand stations, particularly on the 
East Coast, has doubled in the past 
eight years, while volume has tripled. 

“The growth of chain gasoline re 
tailers should make every segment of 
the oil industry examine its operations 
—look more carefully at its costs 
reappraise its investments—become 
more efficient. 

“This change . . . may alter the 
entire complexion of one area of the 
oil industry. I think it is fair to say 
there is real evidence the motorine 
public wants lower cost distribution.” 

General Lucius Clay, chairman o‘ 
the board of Continental Can Co. 
picked up the theme in an interna 
tional context. He urged that “we rec- 
ognize the changing nature of the 
world by gradual and realistic changes 
in the policies in which we deal with 
its countries.” 

There’s a lot of hard work ahead 
for oil men in the next few years 
J. E. Buchanan, president of the 
Asphalt Institute, warned that cement 
interests were seizing on the new fed- 
eral highway program to gain markets 
lost over the years to asphalt. 

“Tf the oil industry does not mobil- 
ize,” he said, “the great majority of 
interstate roads will be paved with 
concrete at greater cost, thus con- 
suming road dollars faster and riskine 
higher gasoline taxes with its further 
depressing effect on gasoline sales.” 

Guy B. Hunter of Quaker State 
Oil Refining Corp., elected to his 
third term as NPA president, warned 
that the time has come for the gov- 
ernment to redefine antitrust policy. 

The oil industry should be open 
to all comers, Hunter insisted, but 
the government’s confusing antitrust 
policies often work against the very 
intent of antitrust legislation. 
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MOTOER PUMP 


dependability 
means more deliveries 


...- more profits 


A Vapor-flo Motorpump with a three-way valve hook-up. Motorpump can unload 
transport and deliver product to storage tank, then by reversing valve can pump 


from storage tank to loading rack 


Profitable operation in bulk terminals, bulk plants or fuel 
oil dealer plants means continuous operation. Ingersoll- 
Rand Motorpumps with time-tested features and ad- 
vanced design continue to provide year after year savings 


with low cost operation and minimum maintenance 


The Modern Motorpump ts built in straight centrifugal, 
self-priming and “Vapor-flo” models. There’s a unit to 
suit any condition with deliveries to 2800 gpm 

Check the new “Vapor-flo” if you handle any fuel that 
may vaporize or where vortexing may occur . here's a 


pump that can’t vapor bind or clog 


Write for your copy of the latest bulletin on Motorpump 
for fuel oil or gasoline handling 


ngersoll-Rand 


11 Broadway, New York 4, N. Y. 


Vape r flo 
Motorpump 


Standard 
Motorpump 





% 


VICK ALL AROUND 
SERVICE LIFT 70 HANHLE 
EVERY TYPE OF CAR 


ARMS SLIDE ALONG 
SUPERSTRUCTURE 

















bea SS eae 


FOR LIGHT TRUCKS 


360° ROTATION 


HANDLES X-FRAMES OR 
FRAMELESS CARS 
NO ADAPTERS NEEDED 


Standard frame, X-Frame or frameless 
... from the small Isetta to light trucks 
the new Wayne “Circle Service” Frame 
Lift handles them all with positive, slip- 
proof support. No adapters needed for 
different types of cars. Swivel arms swing 
a full 360° to fit the widest or narrowest 
frame ... also slide on superstructure to 
give extra length. 


Makes all under car parts accessible for 
repairing and lubrication . . . speeds tire 
service. Available as full or semi-hy- 
draulic with or without safety leg, and 


low oil control. Write for new folder to... 


THE WAYNE PUMP COMPANY 
Division Symington Wayne Corp. 
Salisbury, Maryland e Toronto, Canada 





Associations 


Alabama- 

Mi e * s 
ISSISSIDpI 

FEDERAL rules and regulations were 

in the spotlight at the joint meeting 

of the Alabama and Mississippi Petro- 

leum Jobbers Assns. 

Sen. John Sparkman (D., Ala.) 
spoke out against a federal increase 
in the gasoline tax and against passing 
S-11 unless the petroleum industry is 
exempted. He spoke for House Bill 
7125, changing the level of federal 
gasoline tax collection, and promised 
to support efforts to get it passed. 

Much of the talk at the meeting 
centered on increased activity and in- 
terference by the federal government. 
[wo speakers had that as their central 
theme—W. F. Kenney, vice president 
and general counsel, Shell Oil Co., 
and Ben Majewski, president of Great 
American Oil Co., Chicago. The 
other speaker, W. P. Marquam, man- 
ager, trade relations, Pure Oil Co., 
spoke on intra-industry relations. 

At separate business meetings, the 
Mississippi group talked mostly about 
changes in their insurance program, 
while the Alabama jobbers passed 
resolutions opposing a federal gaso- 
line tax increase and renewing opposi- 
tion to S-11. 


Ohi 

10 

It WAS THE BIGGEST turnout 
ever for a fall conference of the Ohio 
Petroleum Marketers Assn. One day 
was devoted to business, the other 
to a golf tournament at the Miami 
Valley Petroleum Club in Dayton. 

Members heard encouraging words 
about both the future of the distrib- 
utor and the growth of the Ohio mar- 
ket. But they were warned, too, that 
they'd have to sharpen up now to 
meet competition. 

W. D. Cross, Jr., vice president of 
Sinclair Refining Co., stressed that it 
takes active leadership and _ initiative 
to be a successful manager. 

Harry L. Moir, general manager 
of retail marketing for Pure Oil Co., 
outlined a seven-point program on 
how the industry can prepare itself 
for an expanding economy. 

H. P. Ferguson, manager of whole- 
sale and subsidiary sales, Standard Oil 
Co. (Ohio), urged more agressive sell- 
ing techniques and more education 
(both self- and customer-) to spread 
the facts about oil changes and lubri- 
cation. m% 





Z TODAY'S 


EF ‘Head for Figures” 


is full of New Ideas! 


6 Improvements In The 
Veeder-Root 


“HEAD FOR FIGURES” 


. Faster, Easier Resetting: New 
controlled reset cycle guarantees uni- 
form resetting action. 


- Fewer Moving Parts: An impor- 
tant new factor in control of operating 
costs. 


- Complete Enclosure of Total- 
izers gives these vital parts better 
protection. 


. Interlock Feature makes sure 
computer is reset before next sale is 
made. 


- 16% Larger Figures make read- 
ing far easier. 


. Offset Wheel Construction helps 
provide improved lighting. 


The men who “man the pumps” never had it so 
good, as with today’s Veeder-Root Computer. It’s 
faster and easier to read and reset. And both reset and 
nozzle are on the same side, so there’s no need to 
walk around the pump. 


Maintenance men, too, like the simplified design 
which means better service with less attention. 

Finally, Mr. and Mrs. Public find the face easier to 
read ... and can always be sure of a guaranteed 
accurate count. 


In these and other ways, Veeder-Root works con- 
stantly to improve computer operation . . . and to give 
better and better protection and service to gas sta- 
tions and gas buyers. 

VEEDER-ROOT INCORPORATED 
Hartford, Conn. « Greenville, $. C. « Altoona, Pa. « Chicago 


New York « Los Angeles * San Francisco * Montreal 
Offices and Agents in Principal Cities 


For the 

Service 

Station 

re) | 

a Melaslelageh 4 VEEDER-ROOT 
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New way to cut costs, increase profits: 


PERMANENTLY-ATTACHED HOSE COUPLINGS 


Scovill’s permanently-attached fuel oil and gasoline 
pump hose couplings can save you money by elimi- 
nating the unnecessary... the hidden... costs of re- 
attachable couplings. These unseen costs include such 
expenses as removal-time of old hose couplings, stor- 
age, shipping, paper work, re-attachment and more. 
Hidden costs added to the higher initial cost of re- 
attachable couplings mean one thing: it will actually 
cost you less to throw away a used Scovill perma- 
nently-attached coupling than to recondition a re- 
attachable coupling for re-use. 


Hose couplings 


It’s easy to see Scovill permanently-attached coup- 
lings save all along the line. In addition, distributors 
who handle hose can now buy fuel oil and gasoline 
pump hose couplings right from Scovill to save up to 
1/3 the former cost! And direct-to-distributor ship- 
ment means they can sell coupled hose to oil companies 
at better-than-competitive prices. For full details on 
the advantages and savings of modern permanently- 
attached hose couplings, write: Scovill Manufacturing 
Company, Hose Coupling Department, Waterbury 
20, Connecticut. 


by SCOVILL 
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Associations 


New Mexico: Plenty of Problems to Solve 


ONE OF THE NEWEST members of 
NOJC—the Petroleum Marketers 
Assn. of New Mexico—is having its 
organizational troubles. With only 
slightly over 40 paid-up members, it 
plans an all-out drive to get more 
(the state’s potential is about 125). 

Other troubles discussed at an an- 
nual luncheon in Albuquerque were 
the “JP problem,” the commercial ac- 
counts battle, a little stir here and 
there caused by federal wage-hour in- 
vestigators, and lack of interest in 
management institutes. 

The “JP problem” seems more 
serious in New Mexico than in most 
other states. Justices of the Peace in 
New Mexico have been cracking 
down on traffic violators—so much 
so that some fleet haulers are said 
to be by-passing the state when they 
can. The jobbers fear more traffic 
will be diverted, hurting their gasoline 
business. 

Both the jobbers and PIC talked 
of ways of correcting the problem. 
No legislation is now pending, but 
they agreed to support anything that 
will “overhaul” the system. 

The association plans to try rotat 
ing its management institutes around 
the state in hopes of attracting more 
jobbers and agents. 


New Mexico PIC 


NEW MEXICO’S OIL JOBBERS and 
commission agents, a little bedazzled 
by the rapid growth of major and 
semi-major companies in their state, 
are concerned about their future roles 
in New Mexico marketing, about 
“$75,000 palaces,” and about how to 
compete for business in the face of 
growing competition. 

This seems to be the gist of ques- 
tions aired during a 10-man_ panel 
discussion (five supplier representa- 
tives, five jobbers and agents) at the 
New Mexico Petroleum Industries 
Committee annual meeting in Albu- 
querque. 

Suppliers’ Concern—Supplier reps 
seemed predominantly concerned 
about getting their distributors more 
sales-management minded. 

One jobber says he realizes most 
suppliers will help jobbers build 
“$75,000 palaces,” but he wonders 
“what are they going to do to us in 
the end after they get too far into us.” 

Leo Wilmeth, Shamrock, said: 

“The jobber is still our first line 
of defense. We will do everything for 
him that we can to keep him com- 





petitive. We know he must make a 


profit, his dealers must make a profit, 


and we must make a profit.” 

Keeping up with the Times—Other 
supplier reps emphasized that the 
wholesale distributor must keep up 
with the times. Some indicated doubt 
that jobbers and agents realize the 
seriousness today of being keen “man- 
agement men” who can manage and 
sell better than their suppliers. 

All suppliers except one say they 
have building program aids to help 


apt Shee ' Zz 
distributors, and also training aids to 
“vet the man on the driveway to sell.” 
rhey urge jobbers to take advantage 
of training help and get all the edu- 
cation they can at management in- 
stitutes and the like. 

In the end, both agents and jobbers 
were assured they do have a vital 
role in New Mexico. But the impres- 
sion was left that those who fail to 
take advantage of training and keep 
up with the times may not be able 
to stand the pace. 


Brighten your consumer business— 


OKHEIM 


model 48 


POWER 


for motor fuel 


Offer your farm, small fleet and industrial fuel users 
this ‘“‘new look” Tokheim 48! With a bright, bold 
band of anodized aluminum on the pump’s front 
panel, users can place nozzle in boot countless times 


e High-vacuum ro- 
tary gear-type 
pumping unit 


* Built-in check and 
by-pass valves 


e Explosion-proof, 
Ye horsepower ca- 
pacitor motor 


PUMP 


* Horizontal register 
dial; adjustable 
meter calibration 


* Ten feet of durable 
service-station- 
type, %” hose 


without chipping paint or scarring face. Has ten feet 


of new, service-station-type, 34” hose and 1” suction 
pipe with Dresser Coupling for easy installation. 
Capacitor motor is standard. Ask your Tokheim rep- 
resentative about this bright new business-builder. 


General Products Division 


¢ 1” suction pipe with 
Dresser Coupling 


¢ Underwriters’ Lab- 
oratories approved 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
+650 WABASH AVENUE, FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (international) A. G 
Lucerne, Switzerland; GenPro inc., Shelbyville, Indiana 


In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., 
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Empire State: 


Tight supply prospects 
don't bother jobbers 
—Oil heat challenge 


NEW YORK STATE heating oil job- 
bers seem to anticipate good business 
this season, despite warnings of a 
looming midwinter shortage of middle 


distillates. 


One warning came from Charles 
E. Kramb, marketing manager of 
Gulf’s home heating division, speak- 
ing at the fall meeting of the Em- 
pire State Petroleum Assn. in Saranac 
inn, N. Y. 

“The prospects are that this season 
will give you more opposition than 
you have encountered in a long time,’ 
said Kramb. “Supplywise, it shapes up 





Gulf Coast Division 
120 Oil & Gas Bldg. 


Houston, Texas 





Use 
Saybolt Inspection Service 


Available at the World’ 


Petroleum Ports 


E. W. SAYBOLT & CO. 


General Headquarters 
265 Bayway, Elizabeth 2, N. J. 


§ Principal 





West Coast Division 
115 Avalon Blvd. 
Wilmington, Calif. 








NATIONAL 


Associations 


The Outlook's Mainly Good 


as a very tough cookie. The wisdom 
of filling your storage as soon as pos- 
sible and keeping it as nearly full as 
you can until the peak of the season 
is past appears plainly evident to me.” 

Jobbers expressed confidence in 
their ability to get product when 
they need it. 

Kramb said most predictions are 
for a colder-than-normal winter. 

Demand Rising—Len Marshman, 
manager of Socony Mobil’s fuel oil 
division, says New York is in for a 
15% increase (10-million bbl.) in to- 
tal distillate demand by 1963, but this 
is less than the 17% increase expected 
for the East Coast as a whole (see 
page 90). 

“The reason,” he explained, “is 
simply that in many categories the 
Empire State is already far more ad- 
vanced than other states.” 

Another Warning—Jobbers were 
warned by Cal McCracken, president 
of Jet-Heet, Inc., Englewood, N. J., 
fuel oil development and engineering 
company that oil heat’s lack of or- 
ganization—in the face of stiff com- 
petition from the American Gas Assn 

is becoming critical. 

He said oil burning equipment- 
“not slightly behind, but way behind” 

needs a brand new start to make 
it competitive with natural gas. 

McCracken described some prom- 
ising laboratory experiments in pro- 
ducing a $20 oil burner. He also 
mentioned catalytic oil heat, gener- 
ated in a glowing tube with no fumes. 

“All well and good—a $20 burner,” 
remarked a jobber, “but is anyone 
giving thought to a cheap substitute 
for that steel oil storage tank?” 

McCracken said he didn’t think so. 

When Is Weight Unladen?—ESPA’s 
board of directors, which met during 
the four-day meeting, is studying a 
tax development that could cost every 
oil distributor in the state extra money. 

Under the weight-distance law, 
taxes are lower when a truck is un- 
laden. Up to recently, the law had 
been interpreted to mean that a fuel 
oil truck, say, was considered un- 
laden when another delivery couldn't 
be made profitably. 

Some distributors have complained 
that the law is now being interpreted 
strictly: that is, a truck is not con- 
sidered unladen unless it’s completely 
empty. “A tank truck is never com- 
pletely empty,” argued a director. 

ESPA’s board is considering what 
steps might be taken to “clarify the 
situation.” « 
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KF. many years Bennett has taken a conservative viewpoint in design changes. 
Rather than obsoleting equipment merely for the sake of obsolescence, 
we have followed a policy of continually improving our product with time-tested 


fundamentals of good design. This has established Bennett’s year-in and year-out 


reputation for lowest maintenance cost. 


The sales-building beauty of the new 2000 Series is fresh in every way, 
yet it preserves the best of what Bennett has had in the past... the same 
traditionally fine features that have continually helped marketers with their 


ever-present struggle to reduce maintenance costs. 





This is a milestone in Bennett’s progress... yet it is only the beginning. 


Tho’ this new 2000 Series is specifically designed for tomorrow’s needs— today 





...1t lends itself to further forward thinking that will continue to 1 


set Bennett apart as a standard for comparing all others. | 
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Beuntts. New L000 Gores 


MEETS TOMORROW'S NEEDS 


WLC 


DIF] im ¢-(ol-mme [ole] am al ial “4-10 Mm (lg 
easy access. All housing 
panels easily removable for 
refinishing. Cuts down main- 
tenance cost. 








With fluorescent lighted dial face gives 
instant readability from any angle. No 
special dial glass needed. Two brightly 
lighted, easily replaced ad panels avail- 
able with your company name and prod- 
uct. Patterned scuff plate protects hous- 
ing and eliminates unsightly scratches. 


Inside and outside hose re- 
traction. Basily extends to 
136” and 14’ respectively. 
Recessed base provides toe- 
room and facilitates clean- 
ing of island. 











A low 54” and 2414” wide; 
housing is the same for sin- 
gle and twin models. 


Exclusive All-Metal Four Piston Meter 
No Cup Leathers— No Mechanical Valves 


Precision-fit, all-metal friction-free con 
struction virtually eliminates mainte 
nance. Modern motor fuels with thei 
additives and high aromatic content 
present no problem for the Bennett “fuel 
proof” meter. It’s as simple as thi the 
Sennett All-Metal Meter can handle any 
motor fuel that can be marketed for use 


in today’s motor vehicle 


JOHN Woop COMPANY - Bennett Pump Division - suseson, micnigen 


iN CANADA JOHN Woop COMPANY LIMITED * Toronto * Montreal * Winnipeg * Vancouver 
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Cities Service Dealers Are First Again!... 





FIRST to Announce a Solution for 


“ENGINE RUMBLE!” ~ 











Development of great new Anti-Rumble gasolene solves 
greatest problem and biggest mystery confronting motorists 
—attracts thousands of new customers to Cities Service Stations. 


“Rumble” is a low vibrational sound in tained exclusively in Cities Service Pre- 
engines of some late model cars that has mium Gasolenes! 

recently puzzled automotive engineers, For those who have experienced 
petroleum scientists, and motorists alike. “rumble,” it offers the answer to this 


RESEARCH SCIENTISTS at the Cities ™ystifying and plaguing problem .. . and 
Service laboratories have now discovered for all motorists, it eliminates the risk of 


4 rar “rumble.” Best of all, Cities Service Deal 
that “rumble” is caused by an accelerated Be aks ; : 
; ers can actually offer this exclusive Anti 





rise in pressure in engines with 10 to 1 Rumble protection AT NO INCREASE 
compression ratios or higher. This acceler- IN PRICE! : : 7 ree 
ated pressure rise sets off structural vi- ‘ 

brations heard as “rumble.” NOW CITIES SERVICE DEALERS ARE 


Cities Service researchers found that 
” tae : ! : 
“rumble” could not be eliminated by in- — — ouT — 2 pane 
creasing gasolene octane or any other ‘He newest gasolene on the market. Would 
you like to be a Cities 


common method of dealing with engine Service Dealer? Talk wit! 
problems. Instead, they saw the need for ws Cini ry nite " bes n 
an entirely new kind of protection—and  @ “Iles Service Repre 


so they perfected ANTI-RUMBLE. sentative. Or W rite Cities 
Service Oil Company, 


CITIES SERVICE ANTI-RUMBLE new- Sixty Wall Tower, New 


est gasolene improvement—is now con- York 5, N.Y. 


New Anti-Rumble 


now added to the five other top performance iH 









features found only in Cities Service Premium Gasolenes. 
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FARMERS’ DAUGHTERS 


want Delco DC batteries. That’s why they're easter to sell. 


rhree separate surveys were made by national magazines. All proved that Delco is America’s 
I 


No. | battery preference. It’s easy to explain—Deleo Dry Charge batteries stay factory-fresh, 


they're priced right, and backed by General Motors warranties that are good all over the 
United States and Canada. In addition—Deleo is supported by the strongest advertising in the 
industry. On TV, “High Adventure with Lowell Thomas ’—on radio, Lowell Thomas Newscast 

plus full-page ads in Life, Look, Post, and Reader's Digest. You don’t have to be a traveling 
salesman to sell the farmer’s daughter (or anyone else for that matter) on Delco batteries. 
Just stock °em—it’s easier to sell Deleo DC, because more people know Delco DC. 


Quality built by Delco-Remy 
distributed nationally through 


UMS 


General Motors leads the way—Starting with Delco Batteries 
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“SAFETY-FILL” SERVICES WHILE THE ATTENDANT DOES THE SELLING! 


And how! Buckeye’s new 820U Safety-Fill nozzle, with Red Guard protector, 
stops costly spills and overflows. The protective Red Guard saves car 
” finishes and customers’ tempers, but best of all, it’s the most important 
merchandising aid ever! Each Safety-Fill is like adding one man to a 
five man crew. Built-in hold-open notches make the 820U Safety-Fill nozzle 
fully automatic. It’s easier and safer, too. Buckeye’s hold-open 
mechanism is self-contained, eliminating spring loaded accessories, and protruding 
locking parts. Lever can be opened and engaged with one hand. But 
safety doesn’t end there. Look at this: (1) If a car should pull away 
with Safety-Fill still in the fill pipe, the new exclusive metal pull-out tube 
pulls away from the main body of the valve, preventing damage to car and 
pump. (2) The nozzle automatically trips, when it hits the ground, shutting 
9 off the flow of gasoline. (3) Safety-Fill with hold-open design, has : 


been tested and is listed by Underwriters’ Laboratories. Write for details today 


Buckeye 


“SAFETY-FILL’? NOZZLES 





f 4 
BUCKEYE IRON & BRASS WORKS Vi, No. 820U (illustrated) furnished with 
P.O. Box 883, Dayton, Ohio -f metal tube, tube anchor spring, plastic 
4 scuff guard, and built-in hold-open 


notches. The 820U is also available 
with rubber tube 
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Trailmobile aluminum tank design protects your revenues... 


AT THESE 











... AND AT ALL THESE POINTS TOO! 


You're always close to competent 
service when you specify Trailmobile. 
There are complete sales and 
service facilities in 54 key 
cities across the nation. 
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CRITICAL POINTS! 
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We look at it this way: It doesn’t make 
good sense to design in aluminum—to 
give you extra payload capacity—without 
taking every precaution to keep that extra 
capacity in regular service. That’s why you'll 
find significant differences in aluminum tanks 
designed by Trailmobile. It will pay you to check these 
Critical areas next time you buy. 


Available in oval or cylindrical types. 


TRAILMOBILE we. 


CINCINNATI 9, OHIO « SPRINGFIELD, MISSOURI « LONGVIEW, TEXAS « BERKELEY 10, CALIF. 
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DEALERS 
SELL 


exacting Shell trademark 
reproduction in enduring 
illuminated plastic 


A sign that shines out in the night . . . that beckons brightly for 
miles, even in daytime! A sign that sells at the point-of-purchase. 


We are proud to design signs for the leaders in consumer marketing. 


We'll be happy to tailor a trademark identification 


program to your needs. No obligation, of course. 


illuminated 


plastic signs of 


success Knoxville, ennessee 
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ONE PUMP FOR DOUBLE SALES & 


ON EVERY ISLAND 


RECULAT | PRewy 
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WAYNE DUO PUMPS 


Get the most out of every inch of valuable island space... 
double your outlets ... you can add a third grade without 





requiring extra pump space. You can do all of these with 
Wayne Duo Pumps. 











Wayne Duos fit the same space as a single pump. 
Economically installed—only one set of piping (Duo-1), 
one set of conduits. Save as much as $40.00 installation 
costs . . . $9.00 per year maintenance. Wayne Duo-] 
dispenses one brand through double outlets . . . Wayne 
Duo-2 dispenses two brands through double outlets. 








Speed your service ... step up your sales . . . eliminate 
traffic jams at the island. Install Wayne Duo Pumps... 








available for regular and remote pump installations. Write 
today for data to The Wayne Pump Company, Division of 
Symington Wayne Corporation, Salisbury, Maryland, 
Toronto, Canada. 














DUAL PUMP UN COMPARE BEFORE YOU BUY 
Sage Pool YOU'LL SPECIFY DUOS by 


. In. 
Island Space Required 417 Sq. In. 855 Sq, 


G.P.M.—I Nozzle Open 


G.P.M—2 Nozzle Open ) 0 | 


reso 
Hose Serving Radius [we | 
| Dials Per Outlet p22 
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1t t NOW YOU CAN SEE in spite of the other car's lights better than ever betore 

BRACE YOURSELF! Here comes another driver who hasae dunmed hus f . See ee cms nda Tatts "tala png 
5 f of you of the road us she t hus ecause you ’ begins 
ee ee { ri ethe 1 the w beam projects more light along the right shoulder, helps kees 
glare. Then after you pass, 1 takes precious secon 3 late le of the road. Now you can spot that fallen box at the 
the reduced light, and you sull can’t see the road ahead yuldn't see with your old headlamps 
fark theatre on a sunny day 


New G-E SUBURBAN Headlamps 
have a “built-in spotlight’ 
_..in the low beam! 





n builtan spotig eflect—puts more lighe 
No other 2-headlamp system ever gave you 45 t a 
where you need i co make passing eas ‘ 
beam as these new General 
much light im the low beam 


PCOV OL m more 
Electric SUBURBAN Headlamps And youneed safer. Helps you re er your visio 





Your dealers will make money selling General Electric's new 
SUBURBAN Headlamps with the “built-in spotlight” in the 
low beam — NOW, while millions are seeing G-E ads in America’s 
top magazines. 

No present 2-headlamp system gives as much light in the 
low beam. Therefore, 9 out of 10 drivers are prospects for 
pairs of G-E SUBURBAN Headlamps. With SUBURBAN 
Headlamps, you see through the light from oncoming cars, even 
if the other driver fails to dim. 

Your dealers can now order SUBURBAN Headlamps in a 
new package . . . four in a carton. Eye-catching 32” x 21” 
streamer comes in each carton of 6-yolt lamps, includes all the 
information they need to sell pa/rs of lamps. 

General Electric’s “biggest ever’ headlamp promotion will 
pay off for your dealers if they order now... sell now. General 
Electric Co., Miniature Lamp Dept., Nela Park, Cleveland 12,0. 


GENERAL @@ ELECTRIC 
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HOURS OF OPERATION 
BEFORE FILTER PLUGGING 


UNTREATED FUELS 








TEST 1 TEST 2 


Ml ill i 


TEST 3 





A, B,C and D represent different diesel earth-moving vehicles used in the tests 


Additives double the life of diesel fuel filters 
in earth-moving equipment, cut downtime in haif 


Five recent months of field and labora- 
tory tests put new light on filter per- 
formance in automotive diesel equip- 
ment. 

The first field testing phase deter- 
mined the “hours to plugging” of 
secondary filters in earth-movers oper- 
ating on fuel which had not been 
treated with Du Pont additives. These 
were the commonly used resin-im- 
pregnated paper filters with a porosity 
of approximately two microns... fil- 
ters known to afford excellent protec- 
tion for the fuel-injection units. 

In the second phase, Du Pont Fuel 
Oil Additive No. 2 (FOA-2) and 
Du Pont Metal Deactivator (DMD) 
were added to the test fuel. Filter life, 
on the average, was doubled. 

This means, of course, that only half 
as many filters were required, and that 
costly downtime for emergency servic- 
ing in the field, and filter replacement, 
was cut in half. 

Insoluble residue reduced 
FOA-2/DMD combinations reduce the 
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amount of insoluble residue which 
normally forms in a fuel during stor- 
age or recirculation in an engine fuel 
system. FOA-2 acts also as a solubiliz- 
er and dispersant of sludge forma- 
tions, and will prevent injector stick- 
ing and filter fouling. DMD retards 
the formation of copper mercaptide 
gel as well as combatting the adverse 
catalytic effect of copper-bearing met- 
als in a system. 


More flexible processing 


By using FOA-2, you can balance 
stocks to meet varying market de- 


mands, because it stabilizes fuel dur- 
° 


ing storage. You can stabilize cat- 
cracked distillates or blends with 
straight-run stocks. And, you can im- 
prove residuals, too. 

Test your own stocks 
It’s easy to test FOA-2 and DMD in 
your own stocks. 

Samples and technical information 
are available from your Du Pont Pe- 
troleum Chemicals Division technical 
representative. Contact him for fur- 
ther details. 

E. I. DU PONT DE NEMOURS & CO. 
(INC.), Petroleum Chemicals Divi- 
sion, Wilmington 98, Delaware. 


Tetraethyl Lead 
and other 
Petroleum Additives 


45 
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Better Things for Better Living 
«+. through Chemistry 


NEWS 





Losing bets 
are winning 


business 


for Ray Reville 


Ray Reville’s offer: { free oil change if he forgets to 
check the oil. Customers try to catch him—and spend money. 


Rey used a time-tested promotion idea—a free oil 
change if he forgets to check the oil. And now, 
months later, it’s still bringing in business. 

He figured this would do a three-way job: Bring 


in the customers—insure better service—and, of 


course, sell more motor oil. 
On the first day, customers flocked in. Hoods 
were flying up all over the lot. Ray and his men 


46 


know their business—and they made sure to get 
under the hood of every car serviced. The 9-man 
crew ended the afternoon with a perfect score. So 
far so good. 

Came the evening rush. And the boss himself 
pulled the boner . . . but a profitable one. The lucky 
customer? A traveling salesman who makes dozens 
of calls in the Maple Heights, Ohio, neighborhood 
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each week. His gleeful recounting turned out to be the best 
publicity Ray could ask for. Many customers made a 
mental note to return soon. Said one: “I'll try you guys 
again next week. You can’t win ’em all!” 


Maybe not. But win or lose, every time Ray “bets his 
business’’—it pays off to the tune of additional customers. 
And it’s a tough job catching Ray short in any phase of the 
service station business. 

Ray attended training sessions at the Shell Advanced 
Retail Training Center. Here he laid the groundwork for 
the opening of Ray’s Shell Service—back in May, 1955. And 
it was a grand opening—backed by plenty of Shell sales and 
engineering know-how. 

Ray thinks so much of the Shell Training Program that 
he makes sure one or more of his 9-man crew covers every 
training session in the area. He doesn’t want to miss any 
new sales and merchandising tips. 


One of the tips picked up is the list of Shellubrication 
instructions pasted on every clipboard. This list includes 
such reminders as: ‘‘Guide the customer onto the lift (make 
it easy for him to feel he’s a good driver) . .. Use fender covers 
to keep both you and the car clean . . . Oil all door hinges 
—and tell customer you’ve given him that extra service.”’ 
The combination of fine service and thorough Shellubrica- 
tion accounts for Ray’s 250 Shellubrication regulars. 


Today Ray’s station averages about 40,000 gallons of 
gasoline a month—and TBA sales have risen to $1,885.00 a 
month. This has been built up in the face of vigorous sur- 
rounding competition. 

The service program mapped out with the help of Shell 
salesmen and the Shell merchandising aids help Ray boost 
profits higher than ever. Ray does what he calls ‘‘house- 
work’”’-—house-to-house solicitation for new customers. He 
also gains good will by cleaning the windshields of cars 
parked in the nearby shopping center. A note calling the 
driver’s attention to this courtesy invites him to get more of 
the same special treatment at Ray’s Shell Service. 

Ray Reville now runs a big and profitable business 
servicing cars from 6 AM to 11 PM every day. As Ray 
points out, the sure bet in his business is Shell—the Shell 
products and the Shell training programs take out so much 
of the gamble. 





A Shell Merchandising Representa 


tive and Ray review sales obje 


for the next month 


clives 


Reville and one of his men map out 


their house-to-house campaign. 


Lots of this at Ray’s. His offer 
customers motor-oil-minded 
they drive in. 


It pays to be a Shell Dealer 


—and your nearest Shell office will be glad to show you why. 
Ask for the District Vlanager. 
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[Hat's RIGHT! Don’t muff this year’s biggest 
opportunity to make even more money with 
Purolator Oil and Air Filters! Here’s how to 
get it! 


EXTRA PROFIT on OIL Filters 


Help your dealers get $1.40 extra profit! Urge them 
to sell a Purolator Oil Filter with every oil change... 
to get the 2-way “‘bonus” that goes with every sale: 


Get the Profit on the Oil Filter! 
Get the Profit on the Extra Quart of Oil! 
NEW PROFITS with AIR Filters 


Get your dealers into the profitable, growing Air 
Filter Business for only 45 cents! It gets them the 


exclusive Purolator Filtair-Chek which brings in 
NEW profits. 


The Filtair-Chek shows motorists the difference 
between the present dirty air filter and a new ele- 
ment—sells a replacement on sight. 
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Get your dealers their cut of the 
biggest Fall Filter Promotion 
in the industry! 


HERE’S THE DEAL: 
Dealers pay for the Filtair-Chek............ $4.95 


Dealers get free AFP 13 filter for 1958 Fords 


which sells for. $4.50 


Filtair-Chek costs only 45¢ 


Don’t Muff It— Promote the money-making Filtair- 
Chek now! 


Let filter sales opportunities 
AUTOMATICALLY SIGNAL themselves! 


Promote the use of the only automatic sales signal in 
the filter industry — the Purolator Seal of Protection. 


Every Purolator Filter carton now contains a “‘Seal 
of Protection’”’ sticker. Urge your dealers to put one 
on every car—to depend on it to remind them and 
their customers when it’s time for a new filter. This 
is an automatic money-maker that costs nothing. 
Only Purolator’s got it! Don’t muff it! 


All this backed up with 
NATIONAL RADIO ADVERTISING 


Tie in with the only national filter advertising pro- 
gram that talks to motorists right in their own cars! 
That’s Purolator on MONITOR—the big NBC 
network show! . . . reaching over 4,500,000 people 
in cars and more than 10,160,000 people in homes 
every single weekend! 


“Purolator” Reg. U.S. Pat. Off. 


PURQOLATOR 


OIL, AIR & FUEL FILTERS 


PUROLATOR PRODUCTS, INC. 
Rahway, N. J.; Toronto, Ontario, Canada 
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.. ANTICIPATING YOUR NEEDS 
AND SOLVING YOUR EVERYDAY PROBLEMS 


CHICAGO 
NEW YORK 


N hi j Oo N A L Cc A N | SAN FRANCISCO 








CORPORATION | PLANTS 
; ; FROM COAST 
TO COAST 
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Mr. Simon Dimet—recipient of this year’s award in civic 
affairs presented by the Niagara Falls Community Center Assn 


“Service calls? You can’t cut them 


\/ 
out, but you can cut them down: 
says Simon Dimet of Simon Oil Co., Niagara Falls, N. Y. 


Go one better 
“Because Gulf Solar Heat has always and keeps burner parts operating so go Gulf 
been a clean-burning oil, I’ve never been smoothly, I may have to disband my 
plagued by an excess of profit-robbing — entire service department.” 
service calls. Naturally, trouble-free Well, not exactly, Mr. Dimet. But 
service has also helped me make and 
keep thousands of good customers in 


more and more dealers are telling us 
that new hydrogen-purified Gulf Solar 
the Niagara Falls area. Heat has pared their service calls to a 

‘‘Now I look forward to supplying minimum. Wouldn’t you like to be one 
them with new Gulf Solar Heat. From of them? For complete details, just call SOLAR HEAT 


the reports I get, this oil burns so clean your nearest Gulf office heating oil 
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Gasolines, 

Motor Oils 

and other 
Petroleum Products 


of Highest Quality. 


HUMBLE OIL & REFINING' COMPANY 


Retail Marketers 
in Texas (HUMBLE 


and New Mexico 














PETELCO 


Brings You the Big 


ol 


Designed Exclusively 


as a V-lite 


Nine foot pole shown. with V-2 mounted 
parallel to island. Angle of the V-2 is 25°. 


Twelve foot pole with V-2 mounted at 
15° angle. 


the PEtAILO W=2 complements 


Contemporary Station Architecture with its 
ful design — and provides the finest lig ag 
tributior available today! ae 


Slim, graceful new Petelco V- ties give Mal cune 
barreled approach to more nighttime business — more — 
brilliant Teiaination plus clean, neat daytime appear- 
ance. 

Now for the first time you can have a V-lite designed 
as a V-lite not merely an adaptation of a T-lite! The 
result is a trimmer, better looking unit that provides 
a better light pattern and greater illumination at pad 


cost, 
ALUMINUM CONSTRUCTION — 
Long Life — Greater Strength 


All exterior surfaces are aluminum — finished in 
white baked enamel. 


TRANSLUCENT* PLEXIGLASS DOORS 


Pleasant to look at — yet more brilliant than ever 
before! Diffused high level lighting eliminates irritat- 
ing glare — puts light in the selling area instead of in 
your customers eyes. They see a merchandise 
You see better — under the hood , checking tires and 
filling the tank. 


‘tat 


*Clear Plexiglass doors are also available 


THE PETELCO V-2 IS DESIGNED TO MEET THE 
EXACT REQUIREMENTS OF ANY STATION— 
LARGE OR SMALL 

Petelco V-lites are available in 6 and 8 foot lumi- 
naires with 2, 3 or 4 VHO, or SHO, or 2 or 4 Power 
Groove lamps installed. 

Standard Mounting angle is 15° above horizontal. 
74° and 25° angles available. 

Poles of 9’, 12’ and 14 foot heights are available so 
that Petelco V-lites can be mounted to provide the de- 
sired light level and pattern. On small islands, the 
Petelco V-2 can be mounted parallel to the island on 
a 9 or 12 foot pole. On larger islands, one or two V-2's 
can be mounted on 14 foot poles at right angles to the 
island. The taller pole will allow clearance for trucks 
and trailers. 


ETELCO ... 


2700 fecsevell Read, breadriew, illinois 





Advertisement 


Good Tune-Up: Key to More 
Income for Dealers 


By B. F. W. Heyer, President, Heyer Industries Incorporated 


It is an axiom of the petroleum indus 
try that gasoline is the magnet which 
brings customers into the station and 
that TBA and other sales follow as a 
result. This is undoubtedly true for 
IBA items, but it does not necessarily 
apply to an essential service such as 
tune-up. There 
are many retail 
sources for 
TBA, includ- 
ing all but the 
smallest serv- 
ice stations. 
Compara 
tively few sta- 
tions, however, 
offer complete 
and reliable 
tune-up. 

This means the car owner must go 
to a car dealer — who is usually not 
nearby or to a local service station 
that does do tune-up work. If the local 
service is reputedly satisfactory, 
chances are he will use it in preference 
to facing the problem of getting his 
car to and from the car dealer. In fact, 
even getting an appointment with the 
dealer is trouble enough, since the ma- 
jority are already so busy with major 
body, engine and chassis repairs that 
their shops are scheduled for days 
ahead 


Trend Is Obvious 


Car population has doubled in the past 
12 years, but tune-up facilities have 
not. Nonetheless, modern high-powered 
engines should be checked every 3000- 
S000 miles to insure top performance, 
as compared with 10,000-15,000 miles 
for the engines of a decade ago. Ob- 
viously, the service stations are going 
to have to meet this need. In fact, the 
demand is such that well over 50% 
are already doing some tune-up, mostly 
of a limited nature. 

From this comes the conclusion that 
an efficiently run, properly equipped 
and trained tune-up operation in a 
neighborhood station will draw. gaso- 
line and TBA customers away from 
stations not offering this essential 
service, 


Helps Solve Dealer-Turnover 
Problem 


The oil companies that get behind tune- 
up cannot help but profit by it. Good 
tune-up is bound to attract more cus- 
tomers to their stations, thus helping 
their dealers increase their income. For 


54 


the average station, the yearly potential 
is $6500 net from tune-up alone, not 
counting added sales of gas, oil and 
TBA. And as income increases, dealer 
management becomes more perma- 
nent. This helps solve the critical prob- 
lem of turnover, which may run as 
high as 35% a year. It costs money to 
locate and train new dealers, and cus- 
tomers tend to trade where they know 
and trust the dealer. 

Good tune-up also helps customers 
get the most out of the gas they buy. 
Only a properly tuned engine gets full 
benefit from premium fuels. If, for ex- 
ample, distributor timing is varied a 
few degrees, the lower grade gasolines 
will perform just as well. The average 
driver doesn’t realize this and usually 
blames the premium gas if his engine 
performs poorly. In contrast, the com- 
bination of a correctly tuned modern 
engine and top premium gasoline is 
immediately evident. 


New “Scope” Equipment 
Makes Good Tune-Up Easy 


In the past, the big problem with tune+ 
up has been the time and labor in- 
volved in a thorough engine diagnosis 

. along with the problem of explain- 
ing this cost to the customer. There are 
over 100 places where trouble can 
develop in the four systems of a mod- 
ern engine—ignition, carburetion, low 
voltage and power. To check them all 
with meter-type equipment takes hours. 
Yet if they are not checked, a dealer 
may waste considerable time trying to 


@ Car population has doubled in 
the past 12 years, but tune-up 
facilities have not kept pace. 


@ Modern, high-powered engines 
should be checked every 3000- 
5000 miles to insure top per- 
formance with premium gasolines. 


e@ There is increasing consumer 
demand for convenient, local 
tune-up — meaning at the neigh- 
borhood station. 


e Good tune-up attracts and 
holds new customers, helps deal- 
ers increase their income, helps 
reduce dealer turnover. 


e New electronic devices have 
revolutionized engine diagnosis, 
make tune-up practical and prof- 
itable for the average station. 


tune an engine which needs basic re- 
pairs that are beyond his capacity to 
make. 

The new meter-scope combinations 
introduced a few years ago permit a 
complete tune-up diagnosis in far less 
time. But until now they have been 
complicated to use, requiring some 50 
separate connections. And no “scope” 
until now has provided a quick check 
on power output of individual cylinders 
(equivalent of compression test). With- 
out this test, engine mechanical condi- 
tion remains unknown, although 10- 
15% of all engines require some 
mechanical repair before successful 
tune-up is even possible. 

We believe that new Heyer Dyna- 
Vision with Power-Chek is the answer 
to this problem and the key to 
practical, profitable tune-up for the 
service station. Dyna-Vision is much 
more than a mere “scope.” It is a com- 
pletely integrated motor-tuner capable 
of analyzing all four systems of an 
engine in only 10-15 minutes. 


Compression Test in 
Less Than a Minute 


Dyna-Vision is easy to operate, re- 
quires only seven connections for a 
100% engine diagnosis. The Power- 
Chek feature alone more than repays 
the cost of Dyna-Vision, because it 
determines performance of power com- 
ponents (rings, valves, gaskets) in less 
than one minute, with the engine run- 
ning. No other equipment of any type 
can make this check in less than 2 
hour ... and on a dead engine at that. 

With Dyna-Vision, a dealer can of- 
fer while-you-wait engine analysis .. . 
furnished free or for, say, a dollar. 
This impresses the customer, as does 
Dyna-Vision’s big TV-type screen on 
which he can see exactly what is wrong 
with his car’s engine. And Dyna-Vision 
guarantees an accurate estimate of 
parts and labor needed—a far easier 
way to sell necessary tune-up than to 
quote $8 to $15 plus parts. Dyna- 
Vision will make more money for your 
dealers (and thus for you) by never 
missing a possible service sale, by sav- 
ing at least an hour per job, by prac- 
tically eliminating comebacks, and by 
assuring the really successful tune-up 
operation that attracts more customers 
for all services—gas, oil, TBA. 

For complete information on the 
profit potential of tune-up with Dyna- 
Vision, write Heyer Industries Incor- 
porated, Dept. C, Belleville 9, N.J. 
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Heyer DYNA-VISION’ with Power-Chek now 
makes tune-up easier, faster, more 
profitable than ever before 


... HELPS ATTRACT MORE CUSTOMERS FOR ALL SERVICES 


A> 


hac Greater Mileage -Better Performance-Longer Engine Life 


ee J 


CUSTOMERS ARE 

IMPRESSED by the big 
84 in. Dyna-Vision screen 
on which they can see ex 
actly what is wrong with 
their car engine. Dyna-Vi 
sion’s 100! analysis vir 








tually assures successful 
tune-up, permits extremely 
accurate estimates of parts 
and labor needed. Result: 
satisfied customers who keep 
coming back for all services 
—tune-up, gas, oil, TBA. 





Makes a complete engine diagnosis, including compression, 
in 10-15 minutes 
Saves at least an hour per tune-up 
Eliminates time wasted on untunable engines 
Helps sell more needed parts and services 
New Dyna-Vision with Power-Chek is the only equipment available today 
capable of making a 100° engine diagnosis in 15 minutes or less. Because 


it saves so much time and labor, and because it eliminates all guesswork 2 
from engine analysis, Dyna-Vision now makes tune-up both practical and L een 








profitable for the average service station. It permits you to capitalize on TRAINING IS EASY. Any competent mechani in be 

the growing demand for good tune-up service at the local, neighborhood son with De jeder ceed oes bon Pow — pRomwe "The 
level. The dealer who can provide this service stands to profit substantially, ~~ a pk seg pron ey saan ie @ iin com te te 
not only from tune-up (average potential of $6500 net a year), but also tegrated with your 
from accompanying gains in sales of gas, oil and TBA items. This in turn 

means added income for the oil company. Equally important, it helps solve 

the serious problem of dealer turnover by making dealerships a more 

profitable investment. Write today for complete information on the 

Dyna-Vision program. Address Department C. 


ZS 
HEYER @ 


service program at any time, any place 


OVER 200 FACTORY-TRAINED EXPERTS ire mi 
field, ready to help iny oil company national of 
HEYER INDUSTRIES INCORPORATED ‘ 


establish a Dyna-Vision tune-up program. A 
Belleville 9, N.J. includes both technical training and merchand 
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NEW CHEVROLET 











New Might...New Models! 


Task-Force 59 brings you more to work 
and save with in every weight class—more 
models, thriftier engines, stronger cabs and 
frames, safer brakes, tougher axles and 
transmissions! Here’s the longest, strongest 
line of Chevrolet trucks ever built, the best 
yet of the best sellers! 


Good news in the light-duty class! Chevy’s longer, 
stronger ’59 line gives you a dozen big pickups to 
choose from ... new 4-wheel drive models, newly 
fashioned panels, Step-Vans, and Sedan Deliver- 
ies! Scores of innovations include new hard-pulling 
Positraction rear axle, new bigger brakes, new 
stronger cabs, new broad-shouldered styling 
refinements! 


Bright new middleweight and heavyweight might! 
New Series 50H and 60H models with heavy- 
duty components give G.V.W.’s up to 21,000 Ibs. 

. while new Low Cab Forward trucks in Series 
50 and 70 make pulling maximum-length trailers 
easier and more economical than it’s ever been 
before! There are new 5-speed transmissions for 
extra pulling power; here, too, are huskier, 
longer lasting clutches; 15,000-lb. rear axle with 
new durability features—and mammoth 16,000- 
and 18,000-lb. rear axles. 


New thriftier 6’s, all-new V8 power! Chevy’s best 
selling 6’s are set to pinch pennies like never 
before with new camshaft design, new valve 
train durability . . . horsepower and torque to 
spare! Six big V8’s match short-stroke power to 
your job; they’re even tougher built and more 
reliable for ’59, with high horsepower ratings 
that range from 160 to 230. And an all-new V8— 
the 185-h.p. Workmaster Special* is available in 
Series 70 and 80 models. 


See the bright new trucks of Task-Force 59 at 
your Chevrolet dealer’s now! . . . Chevrolet 
Division of General Motors, Detroit 2, Michigan. 


*Optional at extra cost. 
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TRUCKS FOR 'S9! 


New Money-Saving Power! 
iT 
| 


) 


CHEVROLET TASK-FORCE 59 TRUCKS 
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7,000,000 GALLONS PUMPED 


with perfect service record! 





Four Marlow Pumps Perform Efficiently With No Down Time 


Completed in December, 1955, the 
Tull Oi] Company’s bulk plant in Char- 
lotte, N.C., owned by C. W. Tull, 
handles regular and premium gasoline, 
kerosene and #2 fuel oil. Mr. Tull, who 
is also a gasoline retailer, uses four, 
space-saving, Marlow 20 EVP, vertical, 
self-priming pumps to supply his load- 
ing racks at a 300,000 gallon a month 


volume 


These same versatile, long-lasting 
Marlows that are used for loading 
Tull’s three retail-delivery fuel oil 
trucks are also used to pump from 
transports into the above-ground stor- 
age tanks. Even though the pumps are 
installed out in the open, where they 
are subjected to all kinds of weather, 
these Marlows have handled more 
than 7,000,000 gallons since they were 


58 


installed. C. W. Tull is so well satisfied 
with these pumps that he has said “if I 
enlarge my facilities, and I expect to 
some day, I will specify Marlow 
Pumps.” 


Specify Marlow pumps on your next 
petroleum pump job and you'll be sat- 
isfied with their efficient performance 
too! 

Write today for your free copy of 
Bulletin PM-06 and the name of your 
nearby Marlow dealer. 


DIVISION OF 


The flow-through design of the Marlow 20 EVP 
vertical pumps, that were used by Tull Oil Com- 
pany for loading and unloading, simplified 
piping problems. 


BELL & GOSSETT 


MIDLAND PARK, NEW JERSEY 


MORTON GROVE, ILLINOIS * 


LONGVIEW, TEXAS 7-291 
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Whether You're Modernizing or Building a New Station 


LIGHT IT more attractively 
LIGHT IT more efficiently 
LIGHT IT more economically 


WITH ONE OF THESE 
a \ 


e I 
Guardian LF FIXTURES 


For the ultimate in service station 
lighting. Delivers more usable light 
... actually utilizes light instead of 
merely transmitting it. 


First service station fixture specifically 
designed to accommodate all popular 
types of fluorescent lamps. Combines 
a luxury appearance with outstanding 
efficiency. For area and island lighting. 


Simple, yet smart styling for island 
lighting. Modernization at a really 
nominal cost. For use with ultra-high 
output lamps. 


Guardian also offers a complete line of area floodlights, 
cluster lights, Panelites, Verti-Flood lights, poles and 
accessories. Write for complete catalog. 


\ 
\ 


) 
) GUARDIAN igh COMPANY 


500 NORTH BLVD., OAK PARK,ILLINOIS 
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Now-F rom F ruehauf- 
The Greatly Improved Fruehauf “Hi-Ten” 


ee) 


PERFECT HYDRAULIC DESIGN 


Half-oval top for lower center of 
gravity, half-round bottom for utmost 
strength, extra height for extra payload, 
scientific bracing for greater strength 
with least possible weight — all equal 
“perfect hydraulic design”. 


60 


CONTINUOUS WELDING PROCESS 


Revolutionary new machine welding 
process makes welds so strong, smooth, 
and ductile that sheets can be rolled 
after welding without fracturing the 
welds — another manufacturing feature 


available only with Fruehaufs. 


RUGGED STRUCTURAL FEATURES 


Head stiffeners are a structural part of 
the tank, being of sufficient strength to 
act as columns resisting reactional 
forces, helping to balance tension and 
compression, permitting use of thinner, 
stronger metal to save weight. 
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More Tank Per Dollar! 


Costs Less To Own Than Any Other Steel Tank! 


TO REDUCE TANK INVESTMENT to _ the 


minimum for safety-conscious, profit-conscious 





liquid haulers, Fruehauf has re-engineered America’s 
finest steel gasoline transport into the highest-value 
steel tank ever put on the road. After tabulating 
the needs of hundreds of gasoline haulers, Fruehauf 
engineers have provided the most versatile, service. 
able, practical, low-cost tank it is possible to build 


for the vast majority of gasoline hauling needs. 


Traditional Fruehauf quality and unparalleled 
Fruehauf precision are present in every inch of 
this economical transport. The price savings are 
possible because of the automated manufacturing 
processes employed, coupled with the big demand 
for this model Trailer. Custom-built steel tanks can- 
not exceed the strength, safety, and quality of the 
Fruehauf Hi-Ten, at any price. No one else, in fact, 
can offer such a combination of money-saving fea- 
tures as Fruehauf automatic tank-welding, “perfect 


hydraulic design,” and the easy riding P2 ‘l'andem. 


These are just some of the ways that Fruehauf 
sells you more Tank-Trailer for your dollar, more 


hauling profits with your Tank-Trailer. 


RUEHAUF 
TRAILERS 


For Forty-Four Years— More Fruehauf Trailers 
On The Road Than Any Other Make! 





World's Largest Builder of Truck-Trailers 
FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue ° Detroit 32, Michigan 


SEND FULL FACTS AT ONCE ON THE LOW-COST 
HI-TEN FRUEHAUF GASOLINE TRANSPORT! 


WIDE-TREAD P2 TANDEM 


Low-mounted radius rods control undesirable 
wheel hop and brake fight, exceptionally wide 
40” distance between spring centers creates un- 
matched stability, and lubrication-free leaf spring 
design provides top economy in the safe, smooth 
P2 Tandem — available only on Fruehaufs. 


NAME 


COMPANY 


ADDRESS 


SFP SE CEP SEN COD CD CD SP ANE ERE ND TD 


oO 
“4 
~< 
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This is Atlantic 


i 


Keeps your cor on the 40 


MARKETING: Available to the man at this pump is Atlantic’s 88 years of marketing 
experience, and solidly behind him are factors that help produce retail success—quality prod- 


ucts, thorough dealer training, sound financial counseling, modern service station facilities. 


i 4 | i \ e THE ATLANTIC REFINING COMPANY 
” al \ dé Producer, refiner and marketer of quality petroleum products 
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New “Dividends”’ 

















Brand new concept in motor oil marketing . . . that’s the 
“Ful-Safe 15’. First developed by Crown, the “‘Ful-Safe 15” 
gives you a new opportunity to sell oil to motorists who do 
not need a full quart. And it is a “natural’’ to help you serve 
the growing small car market. 


Brand new pay-off . . . Service station tests by major oil com- 
panies show that 65°7, of all cars need less than a full quart of 
oil... . 50% of them bought oil in the Crown “Ful-Safe 15”’ 


Expect such “dividends’”’ from Crown, for years a major pro- 
ducer of quart cans for oil marketers. We’re ready to work for 


you ... whatever your needs. 


for cans + closures - crowns - machinery xO), i 


CROWN CORK & SEAL COMPANY, INC. 
9300 Ashton Road, Philadelphia 36, Pa 
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ern as Tomorrow! 
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compact, complete, convenient 


Accuracy, convenience and versatility have 
been built right into these new compact Rock- 
well ‘“T-70” truck meters. Take installation for 
example. With three optional inlets and two 
optional outlet positions, hook-ups are a breeze. 
You can make either a right-hand or left-hand 
setting without using any extra parts. 

The strainer and air eliminator share a 
common housing in this all-new unit. Both are 
fully accessible by removing only four 
cap screws. 

There’s a new “smooth closing”’ system, too, 
for trouble-free automatic shut-off. Just pre-set 


Meter Register 


Combination 
Strainer & air eliminator 


Quantity 


T-70 Rotocycle Meter 
(70 gpm capacity) 


INSTALLS MOST ANY WAY, ANY WHERE 
Compact dimensions, light weight plus optional connections 
all combine to conserve space, ease installation and provide 
maximum accessibility. 


the register, touch a lever and the meter will 
automatically shut off in easy stages when the 
desired quantity has been measured. 

The meter is a Rotocycle, with principle 
time-proven and reliable—now updated and 
enhanced by a new crank type rotor control. 
Nothing measures more accurately or for longer 
periods of time. Calibration is simple—only a 
screw driver is required. 

The new Rockwell ““T-70” has been thor- 
oughly field tested for over 3 years in actual 
truck operations. It’s ready now to go to work 
profitably for you. Write for bulletin OG-410. 











ROTARY "FLO-WARD” DISPLACEMENT MEASUREMENT 


Liquid moves smoothly “flo-ward’ in a continuous rotary 
motion. As viewed from above, new “crank” control accu- 
rately positions the measuring vanes and permanently times 
their progress. 


ROCKWELL” 
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DYE CONCENTRATES* 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER- COLORING OF PETROLEUM PRODUCTS; ELIMI- 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE ¢ LESS SKILL 
AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN- 
ISHED PRODUCT © THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING ® CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT ¢ THE USE OF DYE CONCENTRATE IN- 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 


Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates 


CALL US COLLECT 
can be prepared nd 
to site “a = FOR FAST 
specifications. oS inna ~~ § % ACTION 


& be e hg al 
Samples and , mal \| | PHONE 


description ' Zi CY UR Wa ~ Mulberry 
RERS OF DYES AND CHEMICALS 4-1726-7 


t. 
UPON reques FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


*Patent, Pending 


PATENT CHEMICALS INC. 


Manufacturing Division: 335 McLean Blvd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower, Cincinnati 2, Ohio 
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“In 30 months...not 
a single bearing 


Conveyor-stacker handling moist, 
sticky material which builds 
up on the rollers. 


lubrication failure 
with lithium-base erease!” 


THE PROOF IS IN THE PERFORMANCE... 


lithium-base orease 


does the job... 


and does it better! 


Ore unloading conveyor rollers 
5 handling 200 tons of 
ore per hour. 


Pinion gear transmitting power 
from 600 h.p. motor 
to a ball mill. 


Pan Conveyor handling hot clinker 
(1600°F), roller bearings in 
dusty, moist atmosphere. 


\ % , - me j 
\, Leach tanks handling hot slurry, / 
agitators driven by Falk 

\. gear reducing units. 


V.A. Wemco classifier, part of wet 
grinding system, lower bearing 
submerged in hot sludge. 


Here’s a report of our own experience with lithium- above give graphic evidence of the rugged hearin; 


base grease under extreme industrial service condi- service requirements in this plant where lithium ores 
tions. Approximately 95% of the grease used in the 


are processed into high-grade lithium hydroxid 
plant of AMerican Litnium Cuemicats, Inc., our 


itself an important ingredient in lithium-base grease 


subsidiary at San Antonio, Texas, is lithium-base, 
one-type grease. In thirty months operation we 
have not been able to trace a single cause of bearing 


Performance like this is why grease chemists, manu 
facturers, marketers and users all attest to the superi 
ority of lithium-base...the one grease in place of 


failure to the lubricant used. The on-the-spot photos — many for eflicient and economical operation 


American Potash & Chemical Corporation 


REG. U.S. PAT. OFF 


3000 West Sixth Street « Los Angeles 54, California 

Want to know more about TRONA 

lithium hydroxide monohydrate ? Send for our 
technical bulletin on this important 

chemical ingredient in lithium-base greases. 
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Export Division: 99 Park Avenue, New York 16, New York 
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CLOSURES 
For Drums and Pails 


‘AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall S. W. I, London, England 
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Ahead of the News 


AROUND THE COUNTRY 





1959 Fuel Oil Setup—Three significant developments 
will affect heating oil next year: 

@ The agency now called Oil Heating Marketing 
Reports will have a new name in 1959. Under present 
plans, it will become the National Fuel Oil Council. 
Its primary objective will remain the same: to widen 
public acceptance and preference for oil heat. The 
change is being made to give the name more impact. 

e@ A new assessment system will go into effect. Par- 
ticipating refiners will be assessed 0.5¢ per bbl on all 
No, 1 and No. 2 oil they sell in 19 Eastern, Midwestern 
and Southern states. This could build a general fund as 
big as $1.5-million. Distributors and terminal operators 
will raise money for local promotions; their money will 
be matched by the general fund on a 50-50 basis. Up 
to now, major company contributions have been 40%. 

@ It’s unlikely that all fuel oil groups will be merged 
next year into a single organization. An API commit- 
tee, studying the feasibility of total reorganization, ap- 
proves the council as a promotional medium for 1959. 
Meanwhile, the committee will continue studying the 
overhaul problem. (See editorial on the oil heat prob- 
lem, page 75.) 


Southwestern Switchover—Some oil marketers are 
speculating Phillips may extend its “Paraland” brand 
to some of the Texas outlets it recently bought from 
Arkansas Fuel Oil Corp., a Cities Service subsidiary. 
The purchase includes 26 bulk plants, 13 company- 
owned stations, and 46 leased stations. Phillips plan to 
convert the properties to jobber-type distribution soon. 
With this sale, Cities Service has now pulled out of 
all but the eastern part of Texas. 


Sinclair on the Move—Sinclair Refining Co.’s new 
Greenwich, Conn., station may mark the company’s 
re-entry into the New England market. It’s Sinclair’s 
first station in Connecticut in recent years. A com- 
pany official says more may be built in the area, even 
though the marketing ball in New England is currently 
carried entirely by Richfield Oil Corp. of N. Y., a 
wholly-owned subsidiary. 


Cheaper Stations Coming?—Maijor oil companies are 
looking hard at light, easily erected prefab stations. 
Esso Standard recently put up a pre-fab building in 
two days (see p. 89). Amoco is testing a portable fac- 
tory-built unit in New Jersey. The Amoco station is 
designed for one-day erection on the site. It’s a fully 
equipped, two-bay building, 49x28 ft. It has canopies, 
a sales room, storage space and rest rooms. Amoco says 
the station can be jacked off its foundation in a few 
hours and relocated with minimum expense. 
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Station Drawings Get O.K.—A new California Su- 
preme Court ruling on “free drawings” could affect 
lottery law interpretation in other states. The court 
ruled that drawings for cars, home appliances and the 
like conducted by Fresno County independent service 
stations aren’t lotteries because tickets are given away 
free. The crucial point, observed the court, is that the 
customer gets the ticket when he drives into the station 
—before making a purchase—and some tickets are dis- 
tributed away from the station. 


Conversion Halted—The Army may halt plans to 
convert from coal to oil and other fuels, at all its in- 
stallations. The Corps of Engineers is taking another 
look at the economics of modern coal equipment, says 
the National Coal Assn. The Army has called off plans 
to convert some 20 heating plants at Ft. Eustis, Va., 
from coal to fuel oil at a cost of nearly $1-million. 
Instead, it’s modernizing coal-handling equipment in 
most of the plants. The Army is also reviewing pro- 
posed conversion to gas at Ft. Campbell, Ky. 


Stop Motor Oil Decline—The API lube committee 
is united behind a three point program to check sag- 
ging oil ratios: (1) a booklet telling individual mar- 
keters how to promote oil sales; (2) a top-level meeting 
between oil men and auto makers to come up with more 
realistic drain recommendations; (3) a public relations 
counsel to place articles in consumer magazines en- 
couraging more frequent oil drains. Cost of the pro- 
gram: about $75,000. 


Speedway Canopies—Speedway of Detroit will try 
out a new type of station featuring illuminated plastic 
panels on the front and one side of the canopies. Start- 
ing with five units, Speedway reportedly has plans for 
70 to 80. (For a special report on canopies, see page 
98.) 


New Era in Oil Deals—The days of the 50-50 profit 
split between American oil companies and foreign gov- 
ernments are numbered. Demands made upon Pan 
American Petroleum, an Indiana Standard subsidiary, 
by Saudi Arabia show the route other Mideast powers 
are likely to take: (1) Mideast governments want their 
own integrated oil companies. Until they get them, they 
want a cut of operations and profits from well-head to 
pump island; (2) The governments want a voice in 
setting policy and a bigger slice of profits than the 
traditional 50%; (3) They’re angling for aid in setting 
up refineries and by-product industries. 


More Ahead of the News 
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Petroleum Indicators 


Ahead of the News 





Pump Merger—Recent sale of Erie Meter Systems 
to A. O. Smith Corp. may have the effect of creating 
a sixth major retail gasoline pump manufacturer. The 
so-called “big-five” are: Bennett, Gilbert & Barker, 
Tokheim, Wayne and Bowser. The only other maker 
of retail pumps, Southwest Pump Co., Bonham, Texas, 
operates on a regional basis. 


Selling Oil Heat by Price—A former branded jobber 
plans to start a private-brand heating oil operation 
this season in Virginia with low price alone as the 
sales appeal. Canvassing his old customers in an area 
where natural gas doesn’t compete, he found about 
half were more interested in price than in service and 
credit. This coincides with a low-price heating oil 
operation starting in Seattle, Wash. (NPN—Sept., p 
132). 


Credit Machine Improvement—Going into produc- 
tion next month is a new Addressograph machine that’s 
able to cut the time between application for and is- 
suance of credit cards. Price: $2,800. At least one 
major oil company is reported to be considering in- 
stalling the machines at division offices. The keyboard- 
operated device embosses and tips plastic cards and 
records data for making permanent metal plates used in 
billing offices, It also can be used with tape-controlled 
electronic computers. 


IN DETROIT 





No More Pushing—You won’t be able to start a 
Hydra-Matic car by pushing it anymore. All Hydra- 
Matics on 1959 cars have been redesigned, eliminating 
the output shaft pump that turns over the engine when 
the wheels go around. You'll have to use a jumper 
cable from a booster or another battery. 


Hoists OK for ‘59—Advance information indicates 
that all automotive lifts that can handle 1958 models 
will be able to accommodate 1959 cars. This includes 
the new Pontiac models which have a 5-in. wider 
wheel base. Lift-manufacturers point out that this 
amounts to only 2%-in. on each side, well within the 
reach of existing service station lifts. 


Gas Turbines—General Motors expects gas turbine 
engines to be on the road in some types of trucks in 
three to five years. GM’s Allison division is working 
out a production program for turbines, probably for 
use in off-the-highway, heavy duty and general-service 
trucks. 
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Small Cars Forge Ahead—The pressure on Detroit 
to come out with smaller cars is increasing. A recent 
survey by U.S. News & World Report shows that more 
people will consider the Volkswagen when they buy 
a new car than any popular American make. The sur- 
vey further indicates that two out of five consumers 
expect to buy a new car within 24 months; three out of 
five within 36 months. Total sales of foreign cars the 
first eight months of 1958 were 226,406, up from 
123,822 in the same period of 1957. 


IN WASHINGTON 





Small Business Loans—Some oil jobber and dealer 
groups are considering setting up small business in- 
vestment companies under a new program of the Small 
Business Administration. The aim of the program is 
to provide small business with long-term growth capital. 
Any 10 or more stockholders can set up an investment 
company and get some of their capital from the federal 
government. In general, these SBI’s will make loans 
of $25,000 to $50,000 or $100,000 for terms up to 
20 years at lower rates than small business pays now 
when it borrows from factors, industrial finance com- 
panies or other high-cost lenders. 


New Highway Standards—There are indications that 
highway standards may be lifted to allow for longer 
and wider vehicles. One suggested scale is 30,000 
pounds on a single axle, 50,000 pounds on a tandem 
axle and a gross of 150,000 pounds on nine-foot width. 


The Central Committee on Highway Transportation 
has recommended changes in regulations. If authorized, 
they would lead to new economics in the highway pro- 
gram, which would affect oil marketing. 


C-Station Static—Dealer groups may seek a congres- 
sional hearing next year on commission stations. Na- 
tional Congress of Petroleum Retailers and some affili- 
ated groups are considering a request for hearings, 
probably before the House small business subcommit- 
tee (which Rep. Roosevelt (D., Calif.) again is ex- 
pected to head). Dealers started their campaign against 
C-stations with a complaint to the Justice Dept.: Vir- 
ginia Gasoline Retailers Assn. charged that Esso Stand- 
ard Oil Co. was forcing lessee-dealers to convert to 
C-operation. Esso denied the charge, but DJ promised 
investigate. Top dealer leaders say they'll go to Con- 
gress if DJ doesn’t come through. 


IN THE LABS 





Significant Burner Research—For the first time, 
major oil companies have signified their willingness to 
back a research program aimed to improve heating oil 
equipment. Plans call for $75,000 to finance a program 
built around a consultant, who would probe efforts to 
produce a cheap burner. Faced with increasingly ag- 
gressive natural competition, fuel oil men say the 
quicker they get a cheaper burner, the better. 
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Petroleum Indicators 








NPN PRICE. AVERAGES* 
Refinery/Terminal 
YEAR AGO (¢ per gal.) 


Oct. Sept. Oct. 
1958¢ 1958 1957 





Gasoline 

(regular) 11.77 11.97 12.38 
Kerosine 11.02 11.02 11.19 
Distillate 9.53 9.53 9.73 
Residual 4.70 4.68 5.68 

4 principal 

DISTILLATE products 9.21 9.36 9.91 
Lube oil 21.53 21.53 24.17 
Crude at 
RESIDUAL _ well ($ 


CIT per bbl.) 3.01 3.02 3.10 


* Weighted average price, principai 
markets. Crude prices middle of 
month, not monthly average. 

t Through Oct. 17. 





























MONTHLY PETROLEUM STATISTICS 


Primary Stocks (Last Day) Oct. 1958* Sept. 1958 Oct. 1957 
Finished and unfinished gasoline (thous. bbl.) 172,914 172,910 180,902 
Kerosine (thous. bbl.) ; 31,156 34,384 
Distillate fuel oil (thous. bbl.) 154,287 176,388 
Residual fuel oil (thous. bbl.) 69,108 60,025 
Crude oil—B. of M. (thous. bbl.) ..... 249,349 284,517 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,718 7,650 
Foreign crude included (thous. bbl. daily) ...... 946 952 
% of refinery capacity operated : 83.6 85.8 


Refinery Output 
Gasoline (thous. bbl. daily) 3,970 3,895 
Kerosine (thous. bbl. daily) 282 266 
Distillate fuel oil (thous. bbl. daily) ... 1,771 1,705 
Residual fuel oil (thous. bbl. daily) .......... 986 1,052 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) . 7,058 6,860 
Crude oil imports (thous. bbl. daily) . 947 1,056 


* Through Oct. 10. 
Source of Data: API Weekly Reports, except 1957, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month Year Ago 

Exports of crude and refined products (thous. bbl.) .. . 9,726 (July 7,485 12,165 
Average station gasoline price, ex tax (¢ per gal.) 21.50 (Oct.) 22.05 21.42 
Service station sales—all commodities ($-million) vp 1,309 (Sept.) 1,448 1,262 
Gasoline consumption (million gal.) 5,219 (May) 4,860 5,127 
Passenger cars—domestic shipments (thous.) .. 193 (Aug.) 310 

Trucks and buses—domestic shipment (thous.) 47 (Aug.) 51 (July) 

Automotive replacement tire shipments (thous.) 6,679 (Aug.) 7,442 

Replacement battery shipments (thous.) 2,107 (July) 1,773 

Oil burner shipments (thous.) 48 (June) 41 
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Supply and Demand 





Fourth Quarter Outlook Good 


Product stocks are in balance 
with demand in most districts 


Supplies of gasoline, distillate fuel oil and kerosine 
in refiners’ storage at the beginning of the fourth 
quarter were lower than a year earlier. Only resid- 
ual fuel oil inventories were higher. 

These stocks declined because refinery opera- 
tions had been scaled down early in the year to 
offset an anticipated smaller demand for products. 

Gasoline inventories Sept. 30 amounted to 40% 
of total stocks, the same percentage it’s been the 
past few years. Combined distillate fuel and kero- 
sine stocks Sept. 30 were nearly 20-million bbl. 
less than a year ago, a decrease of 9%. An increase 
of 11.2-million bbl., nearly 20%, in residual fuel 
oil inventories reflects the continuing loss of market 
to natural gas. 

The distribution of product inventories by re- 
fining districts varies more sharply now than in 
past years. 

The East Coast district, which supplies the large 
heating oil markets in the East and New England, 
started the fourth quarter with total inventories 
16.5-million bbl. lower than a year ago, a decline 
of 6%. More than 12-million bbl. of the deficit 
was in distillate fuel oil and kerosine supplies. 
Gasoline in storage was 4-million bbl. less. The 
tightness of heating oil supplies in storage in the 
East Coast area is being partly offset by the greatly 
increased imports of this product. About 1-million 
bbl. a month are coming in, most of it in this area. 


Product inventories in the Gulf Coast districts 
Sept. 30 were more than 9-million bbl. less than 
a year ago. Distillate fuel oil and kerosine con- 
tributed about 4-million bbl. to the deficit. Total 
inventories in the combined East and Gulf Coast 
refining districts were more than 25-million bbl. less 
than a year ago (see table). 


In the inland refining districts, total product 
inventories Sept. 30 were about 5% larger than 


Total Product Stocks at U.S. Refineries 
Gasoline, distillate fuel oil, kerosene, residyal fuels 
(1,000 bbl., API data) 

Sept.30 Sept. 30 % 
District 1957 1958 Change Change 
East Coast 136,357 119,832 —16,528 —12% 
Gulf Coast 80,198 71,193 —9,005 —11% 
Total Coastal 216,555 191,025 —25,530 —12% 


Ind.-Ill.-Ky. 67,471 73,900 +6429 49% 
Okla.-Kans. 31,193 32,665 41472 45% 
Other Inland 60,338 $9,392 —946 2% 

Total Inland 159,002 165,957 46,955 45% 


U.S. excluding 
West Coast 375,557 356,982 
West Coast 66,032 71,488 


—18,575  —5% 
+5456 48% 


Total U.S. 441,589 428,470 —13,119 —3% 





How Refinery Inventories Stack Up 
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Gasoline stocks continue to amount to about 40% 
of total inventories, distillate fuel oil and kerosine total 
43.5%, and residual fuel oils increase to 16%. 


a year before. In the Indiana-Illinois-Kentucky dis- 
trict, stocks of gasoline, kerosine, distillate and 
residual fuei oils were 6.4-million bbl. higher (about 
9%) than on Sept. 30, 1957. Both gasoline and 
heating oil stocks were higher. 

Total inventories for all of the U. S. except the 
West Coast were 18.6-million bbl. less than a year 
ago, most of the deficit being in heating oil stocks. 
Gasoline inventories are about the same. On the 
West Coast, gasoline and heating oil supplies are 
reduced, but heavy fuel oil inventories are about 
12-million bbl. higher. Outside the West Coast, 
residual fuel oil stocks are about the same as on 
Sept. 30, 1957. 

The Bureau of Mines estimates fourth quarter 
demand will be 9.9-million bbl. daily. This is some 
4% greater than 9.5-million bbl. demand of the 
fourth quarter of 1957. 


Distillate fuel oil will be in heavy demand. The 
Bureau of Mines estimates total fourth quarter re- 
quirements of 2.2-million bbl. daily. This is about 
6% greater than the demand in the last three 
months of 1957. Distillate fuel oil has been in 
strong demand throughout the summer. 


Total gasoline demand for the fourth quarter is 
estimated by the bureau at 3.9-million bbl. daily, 
more than 4% greater than the demand of 3.8- 
million bbl. in the fourth quarter of 1957. 


The Bureau of Mines estimates total product 
demand for all of 1958 will be slightly less than in 
1957, and gasoline and distillate fuel oil will each 
be 1% greater. A substantial recovery in demand 
for all products except residual fuel oil is mean 
for the last three months of 1958. 
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EVER-TITE 
COUPLING ELBOW AND 
CHECK VALVE UNIT 


EVER-TITE COUPLING CO. INC., 
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EVER-TITE SPOOL ADAPTER 
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Here is why EVER-TITE assures 
speed... safety... economy 


Superior quality forged body , 
— precision machined i, 
Uniform wall thickness } 
—no weak ne 


Extra heavy reinforcing rim 


larger diameter cam ears 
for longer service life 


Extra ; 
Hi-Strength Stainless ~ 
forged Steel 

handles pins 
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service 
Uniform heavy 
wall thickness 


an SES Se Superior quality forged body 
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Recess retains gasket 
—accurate tolerances 


in coupler and assures 
proper placement 











Y ou save time in deliveries—and reduce wear 

and maintenance custs—when you use Ever-Tite 
Couplings. Ever-Tite gives you the finest in auality 
and engineering. And Ever-Tite gives you tight con- 
nections every time—because every Ever-Tite has 
positive gasket compression that is dependable under 
all conditions. Get Ever-Tite—and get the best in 
quick couplings. There is an Ever-Tite for every 
need. Ask your distributor. 

Other materials available on request 
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ADAPTER AND COUPLER 


Drop Tubes or Pipe Threads 


$ EVER-TITE 
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COUPLER 


*Maximum inside diameter 
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EVER-TITE 
DUST PROTECTORS 


COR Ge eC 
Chain for attaching Dust Caps 
or Dust Plugs 
to adapters or couplers 
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~ Nearly everybody hears Sinclair Commercials 




















10,000 Sinclair Radio 


Announcements every week 
Help Sinclair Dealers Boost Sales, Make More Money! 


Every day, more and more people are hearing Sinclair’s radio advertising. 

Sinclair broadcasts 10,000 radio announcements every week on over 900 radio stations. These 
announcements are heard more often, more consistently than any other oil company commercials — 
radio and TV combined. This is just one phase of Sinclair advertising and sales promotion 

designed to draw even more customers for Sinclair Dealers. 


That’s why it makes good sense for you to become 
a Sinclair Dealer. Talk it over with 


your Sinclair Representative; or oom 
write Sinclair Refining Company, = "Sincinir leads the Industy 
600 Fifth Avenue, New York 20, in dealer assistance.” 


New York. Ask, too, about the 
Sinclair TBA franchise, featuring 
Goodyear, the greatest name 

in rubber. 
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Time for Heating Oil to Unify 


IL HEAT took another beating a few days ago 

when 103 women voted overwhelmingly in fa- 
vor of oil heat’s competitors. As community leaders 
representing all states, the women were selected to 
participate in an annual women’s conference spon- 
sored by McCall’s, a high-circulation women’s 
magazine. Among many subjects, the women dis- 
cussed home-heating and then voted on their favor- 
ite fuel. At most tables, heating oil didn’t pull one 
vote. Even where it did draw some support it was 
outvoted by natural gas. 

It’s significant that the women who spoke for 
natural gas invariably used arguments and phrases 
publicized through natural gas’s multi-million dollar 
promotion program, sponsored by the strong Amer- 
ican Gas Assn. It’s significant that these women, as 
community leaders, exert much influence back 
home. It’s further significant that the opinions of 
these women help mould the editorial policy of 
McCall's, itself influential among women. 

Importantly, this further setback to oil heat 
points up the need for ONE STRONG ORGAN- 
IZATION, representing all segments of the heating 
oil industry: suppliers, equipment manufacturers, 
wholesale distributors, retailers and service groups. 

Ironically, this new setback occurs at a time when 
intra-industry differences have been deterring uni- 
fied action, necesary to defend and strengthen oil 
heat’s position. A strong, sustained, national pro- 
motion campaign is an immediate need. Natural gas 
has been a loud and vocal persuader. By compari- 
son, heating oil has been barely audible. 

Last year the gas industry, through its central 
trade association, the AGA, spent about $9-million 
—most on advertising, promotion and research. 
About $1.5-million will be spent this year promot- 
ing heating oil, most in local campaigns. Oil Heating 
Market Reports, a service organization for promot- 
ing oil heat, is financed largely by contributions 
from the majors; but not all of them support 
OHMR. Little wonder that the average heating oil 
distributor feels he is armed with a toy pistol, con- 
fronting an enemy with rocket-powered missiles. 

It’s true there are several oil heat organizations 
The oldest and best known is Oil-Heat Institute of 
America, which has indicated its willingness to re- 
organize. But neither OHI nor OHMR has suffi- 
cient scope or representation to do the job. There 
are also many regional organizations, whose support 
is essential for the success of an over-all organiza- 
tion. Existing groups are understandably reluctant 
to alter their character or relinquish their identity. 
An alert API task force is studying the feasibility 
of reconstituting OHI or some other national as- 
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sociation, such as OHMR. It’s also exploring the 
aspects of creating a brand new organization 

It has been argued that a single organization 
would be dominated by the majors, reducing the 
other segments to a subordinate position. That could 
happen. However, without the big money which 
only the big companies can contribute, an organiza 
tion will never be able to counteract the barrage 
of natural gas propaganda. It becomes almost axio- 
matic that if the majors contribute big money, 
they’re going to have a big voice. Even so, not all 
majors are convinced of the need for concerted 
action. Some have withdrawn from OHMR, and 
some who support its overhead have not contributed 
to local campaigns. 

The issue goes beyond major company domina- 
tion, however. It’s a question of survival—of pre 
serving a business that has been very good but 
whose growth is threatened by competitors who are 
very rough and very rich 

There is widespread sentiment for one strong 
organization. But the movement has been weighted 
down by personal politics, conflicting interests, 
small jealousies and selfish aims. 

It doesn’t matter what name is used—an estab 
lished one like OHI or a new one like Fuel Oil 
Institute. A broad-scope organization with full ma 
jor-supplier support could undertake product re 
search, advertising and promotional activities. It 
could draw on OHI’s burner and accessory manu 
facturers as a nucleus for larger membership in that 
category. It could use OHI’s distribution division 
chapters to intensify local promotional programs. It 
could continue OHI’s service programs. It could 
employ OHMR’s market survey experience for test 
ing public attitudes. 

What is needed is a composite organization that 
will transcend everythin existing today. 

(For more news on this, see “1959 Fuel Oil 
Set-up,” Ahead of the News section, page 69.) 





Automotive 
products 
in cans... 


build customer satisfaction... 
build prestige for your brands! 





Today’s motorists expect to find their auto- 
motive products packaged in metal cans. 
They have favored these products with trust 
and brand loyalty, convinced of the quality 
protected within the container. 


Whether it’s motor oil, anti-freeze, rust- 
inhibitor, brake fluid, polishes or any one of 
dozens of other automotive specialties—cans 
keep your products clean, unadulterated. 
Motorists know the canned product is the 
better product. And by putting your prod- 
ucts in cans, you take advantage of this 
broad consumer acceptance. 


American Can Company pioneered the fa- 
miliar round can for motor oil . . . introduced 
the oil can opener . . . developed the popular 
Accu-Por can. Canco is the best source for 
the best containers .. . the kind your prod- 
uct deserves. 


x American Can Company 
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National Petroleum News 


‘Practical Politics’ 


Gulf Oil's ‘call to action’ 
may prove to be too hot 
for most oil men to handle 


GULF OIL CO. apparently stands alone among 
major oil companies in a desire to do political 
battle with labor bossism. 

Gulf’s “call to action” and promise of “in- 
creasingly active participation in practical politics” 
(NPN—Oct., p 68) aroused sharp controversy. 
Some marketers are outspokenly enthusiastic about 
the Gulf move, calling it “courageous” and “long- 
overdue.” Others were taken back by the strong 
wording of the letter to stockholders and employes 
from senior vice president Archie D. Grey. 

In his letter, Grey set his sights boldly. Political 
action is necessary, he said, “if our free, competi- 
tive institutions are to be preserved from destruc- 
tion by the unholy combination of predatory gang- 
sterism and crackpot socialism that is thriving and 
expanding under labor’s Congressional benevo- 
lence.” 

No other companies have stepped forward to 
announce support of the Gulf challenge, or to 
formulate similar aims. One company, which in- 
dicated it might issue a letter to employes covering 
political subjects, emphasizes it would be purely a 
call to “responsible citizenship” and free exercise 
of the “electoral franchise.” 

A corporation executive explains why his com- 
pany shied from the issue. “This is a good idea, 
but if you carry it through to the local level, you'll 
have rebellion. We have thousands of stockholders 
—all of different political opinions—and we just 
couldn’t make something like this stick.” 

Others say Gulf, while showing real courage, 
made a mistake in announcing such a program 
without specific accomplishments behind it. “Leg- 
islative work should be done without the fanfare 
of publicity,” said one. “Cackling before you've 
laid an egg only makes the job harder,” said 
another. 

Even among companies where enthusiasm for 
Gulf’s aims runs high, there’s a “watch-and-see” 
attitude. 

One executive, who claims to be “personally un- 
easy about the tone” of the Gulf letter, remarks, 
“The question now is how Gulf will handle the 
campaign with or without good taste? 

This question will not be answered immediately 
Gulf feels it’s too late to do anything actively in 
this year’s elections. But as a company spokesman 
puts it, “We intend to see the plan in operation by 
1960.” 
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Chicago 
Agenda 


Lake Michigan 


DOCKET for Oii 
Marketers’ Week 
in Chicago this 


month 
e National Oil 
= 
/ 


Jobbers Council 
Nov. 6-8. Spotlight 
on commercial ac 
count problems 


CONGRESS (API 
Marketing Div. AGDA 
(see next page.) 


e American Pe 
CONRAD HILTON 
Ons NOIC, API troleum _ Institute 
CAGO 


. Nov. 10- | 2 
ee i eB e API Market 
Prat E10 STOCKYARDS } ing Division: Nov 


I r 10-11 Important 


- —~ reports on oil heat 
promotion and research, and declining lube ratios 
\ new division vice president will be elected. 





e National Congress of Petroleum Retailers 
Meeting with NOJC jobber-dealer liaison com- 
mittee Nov. 6. General meetings at Palmer House 

e American Gasoline Dealers Association 
Meeting Nov. 8 or 9 with NOJC liaison com 
mittee. General meetings at Congress Hotel. 

e Society of Independent Gasoline Marketers 
of America—All-member meeting Nov. I1 at 
LaSalle Hotel. Room at Hilton. 


e Laurels: This year’s API 
gold medal (for distinguished 
achievement) goes to Star 
Rodgers, 72, who was all these 
things for The Texas Co:: 
roustabout, tool dresser, min- 
ing engineer, refinery official 
(he popularized blue work 
shirts, which became known 
as Rodgers Shirts), vice presi 
dent of domestic sales (1928 
1933), president (eight months 

he got the job Texaco 
went into the’ black), and 
chairman of the board (retired 
1953) 

William Starling Sullivant Rodgers gets his 
medal at the API’s Chicago meeting. One of the 
top U.S. industrial awards, 
ing person, not necessarily an oil man, who has 
made a contribution humanity through the oil 
industry 


Star Rodgers 


goes to an outstand- 





ommercial Account Showdown: 


The explosive issue of commercial account pricing is being spotlighted 
wherever jobbers gather. Majors, equally concerned by the low prices, 
are taking new approaches to commercial business. As it looks now, 
significant changes in market patterns may be the result 


AS THE COMMERCIAL ACCOUNT PROB- 
LEM comes to a head, these aspects of the situa- 
tion stand out: 

e Jobbers may shy away from contract buying 
in the future-—when they can. Barring a cataclysm, 
surpluses are expected to continue indefinitely, and 
jobbers would like to take advantage of the very 
low going prices. Many wonder whether they need 
the protection of contracts, helpful when supply 
was tight but now considered a handicap. 

e A new type of successful businessman—the 
peddler—is cashing in on today’s markets. A rack 
buyer in large metropolitan areas, he deals mainly 
in heavy fuels. His overhead is minimal and his 
trucks are his only principal expense. 

e Almost all majors are now trying to protect 
future volume by holding present business at any 
price. Some reportedly are getting only their crude 
costs out of sales. 

e A new, lower price structure may be in the 
making, the result of chronically depressed prices 
not reflected in official postings. 

The Showdown—Behind jobber protests is a 
general feeling that “diplomacy” has failed as a 


means of preserving the jobber’s place in the com- 
mercial market. With commercial discounting at 
new lows (NPN—Sept., p116), many jobbers feel 
they've been frozen out of the field. 

Most majors insist the problem is out of control, 
that the jobber’s last chance is the open market. 
“The jobber is not without sin, either,” says a 
major executive. “In many cases where there’s a 
local price war, he’s been giving away part of his 
discount to get commercial business on price. That 
worsens the problem all around.” 

Another adds, “The horrible part of all this is 
that it puts forth the idea, to all kinds of people, 
that there’s water in our price structure. And maybe 
there is.” 

A competitor blames the collapse of Indiana 
Standard’s pricing plan on jobbers. In 1955 Indi- 
ana adopted a policy of not selling below jobber 
prices, but lost much business—some to jobbers. 

Other Views—For a fuller look at the major 
side, NPN turned to nine top executives. You'll 
find their views on these pages, as stated exclusively 
to NPN or made public in recent weeks. 


Mr. Ray, how is Esso being affected by the commercial account problem? 


We're fighting to hold our position against keen competition. We haven’t made 
significant gains or suffered significant losses recently. It’s been this way for 
about three years in our 18-state marketing area. 


Why is the competition so keen? 


Keen competition—and low price—is largely the result of an abundance of 
product. In a loose market, the commercial account field is the first to suffer. 
This is a spot bid business. It’s easy to get in and out of the commercial 


B. L. RAY market; you can work on a 90-day basis or a one-year basis. 


i Fag ide gr 4 How have other segments of the industry been affected? 

The independents apparently haven't suffered very much. I hear they’ve been 
very active. Bidding for government contracts reflects this. Independents seem 
to have been getting a bigger share of the federal government business than 
before. On the other hand, many jobbers haven’t been able to bid for big 
commercial accounts—utilities, cities, etc. But that isn’t new. Many of these 
accounts are bigger than the jobbers themselves and they have never been 
in a position to service them. 


Do you see any sign of relief ahead? 


I see nothing on the near horizon. A lot depends on the growth in consumption 
in the next few years. There may be a bigger growth in the economy than 
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General 


What Happens Now? 


the economists have predicted. The growth would absorb the present excess 
capacity of the industry. That in turn would strengthen the whole market. 
And in a strong market, the spot bid business will be the first to turn upward. 


Mr. King, what has happened to commercial accounts in the Midwest? 


Commercial accounts in the Midwest are frequently buying at less than jobber 
prices. Competition by all segments of the industry has driven prices down 
to unrealistic levels. This is something that we as a major do not like to 
see, but are powerless to do anything about. 


Historically, commercial business is spot business. It’s business you can take 
or walk away from, but which is used to balance out supply. The law of supply 
Sen: Oe oe and demand sets the level of these prices, and in a period of oversupply this 
Vice president and mar- is the class of business that reflects competition most readily. In other words, 
keting manager, Cities surplus goods looking for a home have forced prices down. 
Service Oil Co. (Del.) 
How much responsibility do the majors bear for present conditions? 


Distress product from major and independent alike is the villain basically. 
When any refiner is in trouble with oversupply, the whole industry is in trouble. 
But generally speaking the majors have less distress material because they 
have established outlets. 


What can be done to improve the situation? 


I don’t know. I regret that transport prices are so high, but I can’t control 
competition. We have tried to help our jobbers retain this business, but it’s 
a losing battle. We believe in jobbers. We depend for a large portion of our 
sales on jobbers. But the jobbers are unrealistic in expecting the majors to 
have the power to hold commercial prices above the level competitive prices set. 


What has been your company’s experience, Mr. Kennedy? 

The marketing folks in our Rocky Mountain Region have been calling our 
attention for some time to the apparent inconsistency between the way jobbers 
sell at very low prices on transport deliveries to large consumers and still 
complain about primary suppliers doing the same thing. Not long ago, they 
listed for us 33 individual bids where jobbers quoted prices ranging from 3.4¢ 
to 7.13¢ off the tank wagon prices and secured the business at prices well 
below the prices quoted by Continental in every case. These were not the 
suppliers quoting direct. 

(Mr. Kennedy then referred to criticism of suppliers for underbidding jobber 
prices, including a publicized case involving Continental.) 

The question I'd like to ask is: When does it become wrong? Are low prices 
Senior vice president, to commercial consumer accounts to be considered bad only when the other 
Continental Oil Co. fellow uses them and gets the business? 


HARRY J. KENNEDY 


What do you think of some jobber sentiment that the over-all jobber 
group may withhold support from the newly-formed Public Affairs 
Committee (to promote good relations) because of dissatisfaction 
over the commercial account situation? 


1 wonder whether the over-all jobber group wants to look at the whole question 
If jobbers are going to take the position that it is all right for them to annex 
such business when they can get supplier protection that will let them be the low 


(Continued ) 
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Commercial Accounts: What Key Men Say 


(Begins on page 78) quoter, but then still protest when some supplier turns up as the low 
one, are they really basing their protest on grounds of principle? 
I am reluctant to conclude that the over-all jobber position has actually moved 
to a point where it strikes an attitude which would have to be paraphrased 
like this: “Unless suppliers back away from commercial consumer business 
and leave it exclusively to jobbers (except to carry the cost of the price cuts 
plus a gross profit allowance to their jobbers), there will be no participation 
by jobbers in the industry’s over-all efforts to win public approval.” 


Mr. Jordan, what has been your experience with commercial business? 


For six years Shell has had a policy of not selling to commercial accounts 
below the jobber price. We have felt this to be right, and we have stuck 
with the principle. But I can tell you that in this business, if you try to lead 
a crusade all by yourself with nobody else in the procession, you get mighty 
lonesome. And you also lose your shirt. We have been losing ours in the 
commercial account business for quite a while. We have had just about as 
much nobility as we can afford. 
+ @-deeene What are you doing about it? 
The time has come when we have to be more competitive. 
Marketing vice presi 
dent, Shell Oil Co, 
What is the outlook for a change? 
It is difficult to forecast, but you must consider that the surplus only represents 
about 2%. This could very easily be eaten up if consumption went up drastically. 


Mr. Lyon, has your company been affected? 

Phillips has lost so much commercial consumer business that you might say 
that we just don’t have any of it any more. 

Are major companies concerned? 


| think the suppliers are more concerned about the commercial account 
situation than the jobbers are. 


E. H. LYON What is the solution? 


' _— I don’t know what the answer is. It is a problem we evoluted into, and we 
Sales manager, Phillips : 
Petroleum Co. have got to work out of it. 
The poor earnings statements this year may cause some of the suppliers to 
try to get a more realistic price for their product. 


What's wrong as you see it, Mr. Zumbrook? 


There’s a surplus of product. Some people think they just have to sell it. The 
problem originates with the terminal operator and the small refiner. They have 
to move their product to stay in business. Down through August, there’s been 
too much gasoline. Naturally, the prices are low. 


What can be done? 


In our company, whenever a distributor is in trouble, we take care of the 


situation. We give him aid on commercial account business. 
PAUL ZUMBROOK 


Manager of consumer Is there any relief in sight? 
sales, Sinclair Refining 


I don’t see the situation clearing up soon. Frankly, | don’t know what anyone 
can do to clear up the basic problem. 


NATIONAL PETROLEUM NEWS * November, 1958 





General 


About Conditions (Second in a series of three) 


Q Mr. Jimenez, what's your view of the problem? 


A It is a severe problem and one of the hardest to explain. It may be that some 
jobbers have the wrong view of the commercial account field. Let me ask 
this question: Just as jobbers dominate the home heating oil business because 
of efficient service, isn’t it conceivable that certain business is more adaptable 
to the operations of integrated companies? In many cases, majors can provide 
faster, cheaper, more dependable service to commercial accounts. 


Q What's being done to improve the current situation? 


J. G. JIMENEZ A Our company has a policy in commercial accounts. We give assistance to our 


ind ‘peedilnn; "Dilla distributors in the commercial account field, where profit to both Tidewater 

water Oil Co. and the distributor can be realized. We do this in order to retain existing com- 
mercial business or obtain new business. If we can find ways to keep both 
parties happy, we will do so. 


Q What is the answer to the commercial account problem, Mr. Benton? 


A There is no answer. My own company’s experience in the Midwest has shown 
that no one can set up circumstances that will moderate the all-out, ruthless 
competition. For a year we held firmly to a policy of not underselling. And we 
took a terrific beating. 


Q Are margins a factor? 


A The truth is that the supplier doesn’t give the jobber any margin at all, big 
or little. The best any supplier can do is recognize the margin that competitive 
DWIGHT BENTON conditions impose on the supplier and jobber alike. 
lo a large degree, the jobbers make their own margins, and some of them 
Marketing vice _ presi unmake their margins by senseless marketing practices. They start with a given 
dent, Standard Oil (Ind.) functional discount that checks out with the realities of petroleum marketing 
rhen they proceed to throw it away. 


Q You deal with jobbers, Mr. Marquam. Are their complaints justified? 


A Many jobbers do have a legitimate gripe on this matter. Within the past sev 
eral weeks, fine jobbers of ours in Virginia and South Carolina called my at- 
tention to commercial account business they’ve lost recently, that they deserve 
to retain on the basis of their local community activities, contacts, service, 
and fair price quotations in view of the volume involved 


Q Well, why are they losing the business? 


\ In a highly competitive industry such as ours, the basic economic principle 

of supply and demand will necessarily generate marginal selling in all chan- 
Manager, trade rela nels of trade when supply is substantially in excess of demand. Even though 
tions, Pure Oil Co, this is a free economy in action, the results are unfortunate, for they will lead, 
and have led, to a worsening of industry, governmental and public relations 


WILLIAM P. MARQUAM 


Q What can be done to improve the present state of affairs? 


A Our company has taken action in this area, looking toward gearing our refined 
volume of products to what we can reasonably expect to sell at a fair profit. 
We can only hope that our efforts will tend to improve the existing imbalance 


Q Can anything be done for the jobber, directly? 
A To get a reasonable share of commercial business on a permanent, profitable 


basis, we developed a truck stop program several years ago, and have convinced 
many of our jobbers that this is the route to take . 
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How to Sell Your City Council 


Permit denials on grounds of ‘safety’ are an old bugaboo. This exclusive 
article shows you how to use available local statistics to prove that 
stations are safe. Here's the kind of presentation you'll come up with p p p 


I’S AN OLD STORY for most 
oil marketers. Company seeks permit 
to erect new service station; city 
fathers hold hearing to act on the 
application; company real estate men 
and engineers appear in support, 
presenting: 

e Carefully prepared maps and 
surveys of the proposed station site 
and surrounding area. 

@ Results of a scientific traffic 
study at the proposed location. 

e Assurances that architecture 
will conform to the trading area. 

e Evidence that the station will 
stimulate other local business. 

rhe city fathers listen patiently and 
politely—but the application is de- 
nied. The usual reason is “vehicular 
safety” or “high incidence of vehicle 
accidents at stations.” 

Other municipal officials, of course, 
know this notion is fallacious. But 
they, too, cite it in denying station 
permits. “Safety” often serves as a 
convenient cover-up for other motives 

including political pressure from 
local sources, frequently from station 
dealers themselves. 

Dilemma—As a major-company 
district real estate man puts it, “A 
lot of the town fathers are right in 
the middle. They may want to okay 
the permit, but pressure is being put 
on them to thumb it down. So they 
vote no, knowing that the courts can 
reverse their decision if the company 
takes the issue to trial. It’s a_ face- 
saver—they keep the voters happy by 
denying the permit, and the company 
finaliy gets its station by going to 
court.” 

But going to court is a time-con- 
suming and expensive business. 

In the past, oil men have had little 
choice. Counters to the safety argu- 
ment have generally failed, despite 
station safety studies conducted by 
the Detroit police and Bureau of Ac- 
cident Prevention in cooperation with 
Socony Mobil Oil Co. These studies 
By LEWIS BRIGHAM 
Midwest Editor 


82 


clearly show that an insignificant num- 
ber of motor vehicle accidents oc- 
cur at stations. Yet city officials in- 
variably reply, “That may very well 
be true for Detroit, but we're not 
Detroit. What about our city?” 

The Answer—In the future, oil 
marketers should be able to provide 
fast, accurate answers to that ques- 
tion. Here’s why: since the release of 
the Detroit findings last spring, the 
Buffalo police department and_ the 
Buffalo Division of Safety have co- 
operated with Atlantic Refining Co. 
in preparing a similar survey. The 
findings are the same as Detroit’s. 

Both studies use basic data that is 
a matter of public record in almost 
all police departments. To show that 
any marketer can make a_ similar 
study for his own town, NPN _ has 
conducted a station accident study for 
a small city chosen at random—Cran- 
ford, N.J. The results, along with 
those for Detroit and Buffalo, are 
shown on the opposite page. 


How to Make Your Own Study 

Here’s the step-by-step procedure to 
use in developing safety information 
on your own trading area. You'll need 
eight basic sets of figures: 

1. Vehicle Registrations — Normal 
source is your state motor vehicle 
bureau. However, many states don’t 
break registrations down into city and 
town totals; county totals may be the 
best available. You can still make a 
workable estimate by figuring the 
ratio between city and county pop- 
ulation and applying that percentage 
to the county registration figure. 

2. Per-Car Entrances and Exits 
Ihe figure of 85.74 annual station 
entrances and exits per- vehicle was 


"The number of years covered by your 
survey will depend on the size of your 
town. In larger cities, police records will 
probably show pedestrian and non- 
pedestrian injury accidents within one 
or two years. In smaller cities it may 
be necessary to go back three or more 
years. In its Cranford study, NPN had 
to go back to 1956 to make the statistics 
valid. 
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developed by Socony Mobil research- 
ers during the original Detroit studies. 
Except in unusual circumstances — 
such as in resort areas—you can 
safely use that figure for your own 
computations. 

3. Number of Stations — You 
probably know your marketing area 
well enough to have this figure at 
your fingertips. If not—or if you want 
to check it—the number of existing 
permits can be obtained from a 
municipal official, ordinarily the city 
clerk. In NPN’s study of Cranford, 
the figure came from the fire depart- 
ment, which issues permits. 

4. Motor Vehicle Accidents—The 
official police accident records will 
provide data both for total accidents 
and accidents occurring at service sta- 
tions. Police cooperation will vary 
from city to city. In some, the police 
may be willing to cull the files for 
information; in others, you may have 
to dig through the records yourself. 
In either case, the information is a 
matter of public record and must be 
made available to any citizen on re- 
quest. 

5. Total Entrances and Exits—In 
the case of a study covering only one 
year—as in Detroit—this is a simple 
matter of multiplying the city’s motor 
vehicle population (figure 1) by the 
number of times each car enters a 
station annually (figure 2: 85.74) and 
the number of times each car exits 
annually (figure 2: 85.74). Then add 
the two together. 

For Cranford and Buffalo, how- 
ever, more than one year was stu- 
died. Consequently the total registra- 
tions for the several years studied 
must be used as the multiplication 
base. For Cranford, while there are 
10,000 vehicles for a single year, the 
study covers two years and eight 
months. Therefore, the multiplication 
base is 26,666 for the 32-month pe- 
riod. 

6. Station Pedestrian Accidents — 
Again, police records will provide this 
information. To determine the num- 
ber of cars per pedestrian injury ac- 
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On a Service Station Permit 


Station Safety: Findings in Three Cities 


Detroit 


Years surveyed 1956 

Motor vehicle registrations 670,424 

Registrations adjusted for more 

than one year if required (1956 only) 

Annual average station 

entrances per car 

Annual average station 

exits per car 

Number of service stations 2,145 

75,500 
259 


Total motor vehicle accidents 
Total accidents at stations 
% station to total accidents 
Total cars entering and 
exiting stations 114,989,782 
Station accidents involving 

pedestrians 4 
Pedestrians killed 0 
Pedestrians injured 4 
Cars per pedestrian injury 

accident at stations 28,747,445 
Years of station operation 
per pedestrian injury 536 
Station accidents not 

involving pedestrians 255 
Injury accidents 18 
Non injury accidents 237 
Number killed 0 
Number injured 24 
Cars per injury accident 6,388,321 
Cars per non injury accident 485,139 
Years of station 

operation per injury accident 
Years of station operation 
per non injury accident 


119 


cident, divide the number of such in- 
juries into the total number of cars 
entering and exiting at the stations 
during the period studied (figure 5). 
Caution: in the case of smaller cities 
like Cranford, this information can 
be misleading. Cranford had one pe- 
destrian injury during the period stu- 
died, but it was the only pedestrian 
injury at a station within memory 
of Cranford police officers. This 
should be kept in mind in using the 
data. 

7. Years of Station Operation—|!n 
a one-year study, this figure is ob- 
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85.74 
85.74 


0.34 


8.4 
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Buffalo 


1951-57 
201,018 


1,373,000 


Cranford, N.J. 


1956-57-58 
10,000 


26,666 
85.74 85.74 


85.74 85.74 
494 30 


50,932 353 
40 4 
0.07 1.1 


235,559,480 4,572,686 


1 
0 
1 


39,259,91 4,572,686 


563 80 


34 
9 
25 
0 
14 


26,173,275 
9,422,378 


no base 
1,524,229 


375 
135 


no base 


27 


tained by dividing the number of sta- 
the city by the number of 
pedestrian injuries at stations. In stu 
dies for more than one year, stations 
in Operation each year for all years 
studied must be added together first. 
In Cranford, there stations 
a year for two years and eight months 

80 station years. 

8. Station Non-Pedestrian Acci- 
dents— This handled in the 
same way as station pedestrian acci 
dents. The number of 
plus injuries, if will be 
in the police accident records 


tions in 


were 30 


data is 


accidents 
any found 


These 
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are then separated into two cate- 
gories: injury and non-injury 
dents. To determine the vears of sta- 
tion operation per accident, and the 
number of vehicles per accident, use 
the same division 


section 6. 


acci- 


process shown in 


How to Make Adjustments 


other re 


vehicles 


In seashore, mountain or 
sort the number of 
jumps markedly during 
months. It’s necessary to adjust your 
vehicle base accordingly. 

Your best bet is to 
your local Chamber of Commerce 
and get an estimate of the number 
of additional vehicles Operating in the 
area during the peak season. Then 
this figure to your year-round 
registration figure. 

In using the study later, 
to stress that allowance has been made 
for seasonal traffic and that this al- 
lowance is based on local estimates 
Getting the material from 
sources is essential 


areas, 
certain 


check with 


add 


be sure 


local 


How to Use Your Study 


Once you've developed all your 
data, put it into table form similar to 
that shown at left. You now 
miniature “Detroit Study,” 
should be a useful tool if you 
into station permit squabbles 
Your ace in the hole ts the fact 
that material from offi 
cial local sources. It’s pretty hard fot 
local governing bodies to knock down 
findings underwritten by the 
police department. Make sure you do 
have official sanction. If it’s 
sary for you to get the data by comb 
ing the police files yourself, its a 
wise move to get some sort of police 
acknowledgment that your findings 
represent a true picture of local sta 


have a 
which 
run 


your comes 


local 


neces 


tion accidents 
One 
larger communities, it may be a good 


more angle: for studies of 


idea to contact a_ local 
reporter 


semble 


newspapel 
him to as 
Ihe 


police 


and arrange for 
the data 
regular 

quarters is the 
knows his way around. As a dividend 
he may find the material will make 


a feature story for his paper ® 


for a fee man 


whose beat is head 


obvious choice; he 


This is one way to increase local 
acceptance of service stations. For 
another way, turn the page 
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FOUR JUDGES give this service station the fine-tooth-comb treatment, as .. . 


Connecticut Marketers Hold 
A Station ‘Beauty Contest 


THE FOUR MEN PICTURED ABOVE are 
earnestly jotting down points to determine Con- 
necticut’s service station of the year. 

The contest, held last month, was the brain- 
child of the Connecticut Petroleum Council (lately 
Connecticut Petroleum Industries Committee). 
Connecticut oil men think it’s the first of its kind 
in the industry. 

Objectives—Big idea behind the Connecticut 
contest is to improve station acceptance at state 
and community levels. By singling out the state’s 
prize service stations, CPC hopes to accomplish 
two prime objectives: 

e To sell marketing top management—espe- 
cially in merchandising—on the idea that public 
relations would be improved by toning down blat- 
ant station displays in some areas. 

e To show state planning authorities — that 
the industry is trying to improve its housekeeping, 
with the hope that the planners will bring a more 
sympathetic viewpoint to oil marketers’ station lo- 
cating problems. 

How the Contest Works—Staged on a statewide, 
inter-company basis, the contest involved screen- 
ing more than 1,000 stations before selecting the 
six finalists shown on the opposite page. 

Each of the state’s 10 majors and 20 jobbers 
and independents nominated its top station. From 
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the resulting 30 nominations, a three-man team 
from the CPC picked the six best. 

Judging was done on individual tally cards. 

Points could be earned under five categories, 
subdivided this way: 

e Exterior: Cleanliness (10-5-3) 
(5-3-1), lighting (5-3-1), bonus (5-3-1). 

e Salesroom: Cleanliness (10-5-3), 
(5-3-1), displays (5-3-1), bonus (5-3-1). 

e Bays and service area: Cleanliness (5-3-1), 
Stocks (5-3-1), bonus (5-3-1). 

e Restrooms: Cleanliness (10-5-3), supplies 
(5-3-1), bonus (5-3-1). 

e Dealer and Help: Personal appearance 
(5-3-1), uniforms (5-3-1), bonus (5-3-1). 


displays 


stocks 


Individual scores were averaged out to deter- 
mine each station’s over-all score. Perfect score 
would have been 110 points; the winner’s score was 
$2 (see next page). 

Judges were three CPC-member marketers: H. 
D. Crombie, shell district manager; W. S. Darley, 
Gulf assistant district manager; and J. L. McIntyre, 
president of Laurel Oil Co., Esso fuel oil jobber- 
ship with a string of stations. For the finals, they 
were joined by James H. Klar, executive secretary 
of the Connecticut Federation of Planning and 
Zoning Agencies. (Continued on page 84) 
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WINNER js dealer Vic 
Mainolfi, 38, who’s had 
his New Haven Shell 
station (left) for two 
years. Mainolfi won a 
$100 government bond. 


—) The Winning Station—And Why It Won 


(Begins on page 84) 

PARTLY OBSCURED by road signs in the pic- 
ture above, this New Haven Shell outlet won the 
title of Connecticut service station of the year on 
the strength of immaculate housekeeping, balanced 
displays and ample supplies of stock. 

rhe margin of victory was slim, however: one 
point over a Fairfield Gulf station. That station, in 
turn, was followed closely by a West Hartford 
Socony Mobil outlet (pictures of finalist stations 
appear on previous page). 

The three top stations figured in the first three 
places on each judge’s tally card. Planner Klar’s 
scoring tended to run somewhat lower than the 
industry judges’, but Klar admittedly was viewing 
the stations from an opposing viewpoint. To keep 
things simon-pure, Shellman Crombie and Gulf- 
man Darley did not submit scores for the stations 
flying their respective brand flags. 

To the Victor—The winning station operator re- 
ceived a $100 government bond at a dinner held 
in Hartford last month. Second and third place 
stations received $50 and $25 bonds, and all 30 
qualifying stations got certificates of merit. 

Connecticut’s station of the year has been op- 


IDEA MAN 

. was LeRoy Emanuelson, ex- 
ecutive secretary of Connecticut 
Petroleum Industries Committee 
(now Connecticut Petroleum Coun- 
cil). Emanuelson hatched the idea 
for a station of the year contest 
during talks between oil men and 
state planning officials, The con- 
test was his swan song: he retired 
as of Oct. I. 


erated for the past two years by Victor R. Mainolfi, 
38, who broke into oil marketing 23 years ago as 
a part-time attendant at a Derby, Conn., station, 
Married, with three children, Vic Mainolfi has 
worked an average of 12 hours a day at his sta- 
tion, and has boosted his volume from 30,000 gal. 
a month two years ago to 55,000 gal. a month 
today. He has seven employes—four full-time—at 
the three-bay station, which he leases. The station 
itself is an older unit, which Shell modernized about 
a year ago. 

Cleanliness was the overriding consideration in 
Vic Mainolfi’s contest victory. One judge put it 
this way: “A perfect example of excellent house- 
keeping. The restrooms were immaculate. The 
displays were excellent in size, arrangement and 
placment. There was a fine supply of stock. 
Every inch of space was utilized so nothing was 
allowed to collect. You could eat off the lube room 
floors, even though the station does a big lube 
business. The cars were smartly parked, and the 
dealer even had enclosed bins for rubbish in the 
rear of the station.” 

Contest Payoff—Significantly, the contest is an 
outgrowth of talks held last spring between the 
Connecticut PIC and the Connecticut Federation 
of Planning and Zoning Agencies. Historically 
thought to be at cross-purposes, the two groups 
sat down to try to understand each other’s view- 
points. The contest was one result. 

A more significant long-range result is the ap- 
pointment of a joint subcommittee representing 
both groups. This body is charged with drafting a 
model zoning ordinance that will be acceptable to 
marketers and zoners alike. Both groups readily 
admit this won’t be easy, but the mere existence of 
the project is something like the advent of a minia- 
ture U.N. in Connecticut. « 
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“FILL "ER UP” 


THE BRIGHTER SIDE... 


As an independent marketer, you give super service to 
drivers whose horsepower can vary from 360 to 1. And 
from Ashland Oil & Refining Company you get super 
service of a special kind. Being the nation’s largest 
independent supplier of petroleum products, Ashland 
Oil understands and respects your independence. 
Here are a few of the benefits you get from a working 
agreement with us: 

@ You get to do your job without interference. 

© You get effective merchandising plans and selling tools. 


© You get products of the highest quality .. . developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 

For complete information on how Ashland’s independ- 

ent marketer sales program can benefit you . . . write, 

wire or call us today! 


The Independent Supplier for Independents 
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ASHLAND OIL & 
REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL os N. Michigan Avenue 

CINCINNATI, 0, 1402 Federal Reserve Bank Bidg.— 
CLARKSVILLE, IND., 214 Center Street - CLEVELAND, 0., 
Standard Bidg. DETROIT, MICH., Dearborn P. 0. Box 
6025 EVANSVILLE, IND., 2500 Broadway--FINDLAY, 
0., P. 0. Box 210--FREEDOM, PA.--LOUISVILLE, KY, 


1202S. Third Street NASHVILLE, TENN., 5E. Main Street 


PADUCAH, KY... PITTSBURGH, PA., 711 Shields Bidg 





















WEAVER 
TWIN POST LIFT 


services all vehicles from 
sports cars to medium trucks 


Front saddle and adapters in 


proper contact at lower control 
‘Yew arm extreme outer ends keep 
spring suspension under com- 


a — w 
ig s pression and outer pivots fully 
Bin ox |i om “role” 


To you, as a buyer —and also from the standpoint of 
rendering profitable service —it should mean a lot to 
know that no new model car has ever obsoleted the 
Weaver Twin Post Lift... It handles new models — or 
older models — long, medium or short wheelbase. 


This great all-purpose lift is rail-less, and provides un- 
obstructed chassis accessability — lifts cars at outer ends of 
lower control arms for completely relaxed front suspen- 
sion and proper ball joint lubrication — the safe way to 
handle Air Suspension cars . . . Current model Weaver 
Twin Post Lifts, with standard adapters easily handle jobs 
that can not be raised safely on other type lifts. 


Photo shows how Adjustable 
Rear Saddle Adapter cradles 
large differential housing. 
Vehicle load is always directly 
over piston, 


WEAVER MODEL EC-107 (illustrated) is capable of 
handling various wheelbase lengths. An ideal combina- 
tion is 76” minimum to 160” maximum — which permits 
lift to be the greatest possible’ profit making piece of 
equipment for all-purpose use. 


Model EC-107 (illustrated) Air-Oil Operated Full Hy- 
draulic Twin Post Lift has a capacity of 16,500 (5,500 
Ibs. Front Post — 11,000 Ibs. Rear Post) @ 150 p.s.i. air 
pressure. 


Other models of Twin Post Lifts are available with 
capacity ranges from 8,000 to 36,000 Ibs. 


For details — Ask for Bulletin NPN-457 


WEAVER MANUFACTURING CO., SPRINGFIELD, ILL., U.S.A, 


SERVICE SHOP EQUIPMENT 


Complete line includes: Twin Post Lifts . . . Triple Post Lifts . . . Single Post Roll-on, Free-Wheel 


and Frame Type Lifts . . 


. . Unit Lifts . . . Bumper Lift... Car Washers . . . Wheel Alignment 


Equipment . . . Headlight Testers . . . Brake Testers . . . Wheel Balancing Equipment . . . Jacks 


. Wheel Dollies . . 


. and Air Compressors. 
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Brief But Significant 


How the retail market weathered recession... Independent credit cards 
expanding... Richfield joins octane race ... Highway spending outlook 


Service station sales through August 
amounted to $10.3-billion, a 3.4% 
gain over the same months in 1957. 
In the same 1958 period, total sales 
by all retail stores dropped 1%. 


SIGNIFICANCE: Stations did better than 
the average in weathering the business 
recession. 


POnco Oil, a new marketing com- 
pany, has been formed on the Eastern 
seaboard. President is K. H. Dunbar, 
vice president Norman E. Bonell. 


SIGNIFICANCE: Onco is said to be 
handling Continental Oil Co. products. 
There’s speculation that Conoco, 
which pulled out of the eastern mar- 
ket about a decade ago, may be think- 
ing of coming back. 


> American Express has signed agree- 
ments with the Big Three auto com- 
panies. Holders of the American Ex- 
press credit card will be able to 
charge auto repairs at any franchised 
Ford, G-M or Chrysler dealer. Diners 
Club reports similar negotiations un- 
der way. 


SIGNIFICANCE: Another indication that 
the “all-inclusive credit card” idea is 
still gathering speed. Oil companies 
could be approached next. (A full re- 
port will appear in next month’s NPN.) 


“¥ 
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Otis Ellis, general counsel of Na- 
tional Oil Jobbers Council, has at- 
tacked the proposed new imports re- 
striction plan (based on refinery runs). 
Ellis says the plan doesn’t give ade- 
quate consideration to oil companies 
with large Overseas investments, and 
leaves out in the cold any jobber 
who might want to import crude for 
refining to his specifications. 


SIGNIFICANCE: NOJC is still against 
import restrictions. But, says Ellis, if 
any such program is retained, it must 
require companies to use imported oils 
in their own refineries; or if exchanges 
are permitted, it must require proof 
that exchanges are bona fide. 


California Oil Co. expects to pre- 
mier its first dealer training film this 
month. 


SIGNIFICANCE: Calso’s trying to up- 
grade dealer operations to gain great- 
est possible acceptance for its new 
Chevron-brand products. 


> Richfield Oil Corp. is pressing a sales 
campaign for its “100-plus octane 
Boron gasoline.” The twin pitch: oc- 
tane plus Boron. 


SIGNIFICANCE: Richfield is the first 
West Coast supplier to vie with Tide- 
water Oil Co. in an octane race. 





> Highway spending by federal, state 
and local governments will reach $6.2- 
billion in 1958, 10% above 1957, says 
Bureau of Public Roads. Next yea 
itll be $7.1-billion; in five years, 
$8.1-billion. 


SIGNIFICANCE: Highway sales oppor- 
tunities will continue to grow in the 
next five years. 


P Liquefied Petroleum Gas Assn. is 
plugging for lower rail rates for LP 
gas shipments in the 10-state Western 
Trunk Line area (extending from Ili 
nois to Colorado and from North 


Dakota to Kansas and Missouri) 


SIGNIFICANCE: LPGA sees a market 
potential of more than 166-million 
gal. of LPG a year for motor fuel 
alone, if rates are made competitive 
with those of other liquid fuels. 


& Funds totaling $2-million have been 
committed to Douglas Oil Co. of 
California by three insurance and as 
surance companies. 


SIGNIFICANCE: Douglas intends to 
buy and lease back 30 new service 
stations in California and “take full 
advantage of the projected enlarge- 
ment and further modernization of 
our Bakersfield refinery.” 
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Esso Standard Oil Co. is taking a fling at the private brand operational concept 
This new station outside Esso’s Bayway, N.J., refinery has no lube bays, sports 
wide drives and 12 pumps. Huge billboards, brilliant lights and 24-hour opera- 
tion mark it as a departure from “major brand” retail strategy. The building 
is prefabricated, was erected in two days. Despite price signs, the lessee deale: 
is on fair trade. Like many competitors, he gives trading stamps 
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SIGNIFICANCE: The idea isn’t new: 
several majors have similar “high- 
way stations.” But it’s a fresh approach 
for Esso. If business booms, or if 
Esso puts up more stations like this, 
a number of majors might follow. 


89 








HOTTEST BRAND GOING 


... FOR 
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Ask any of these Conoco Division Managers about the 
HOTTEST BRAND GOING!? 


R. W. ABRAHAMSON J. B. DICKEY M.T. SWANSON 
912 Baker Building, 2158 Union Avenue, 1755 Glenarm Place, 
Minneapolis 2, Minn. Memphis, Tenn. Denver, Colorado 


G. W. BROWN W. S. DULANEY WARNER TYLER 
1710 Fair Building, 800 Commerce Building, Room 800, Chicago Daily News Building, 
Fort Worth 2, Texas New Orleans 12, Louisiana 400 West Madison, Chicago 6, Ill. 


R. E. CARUTHERS K.T. JOHNSON K. R. WHITE 
Room 401, Fidelity National Building, 1300 Main Street, 836 Stuart Building, P.O. Box 393, 
P.O. Box 795, P.O. Box 2197, Houston, Texas Lincoln 1, Nebraska 


Oklah ity 1 
epee Sey *) Seems WILLIS JOHNSON J. G. WILLIS 
DALE CHAPMAN 1321 Kaw Avenue, P.O. Box 1398, 6183 The Paseo, 
757 West Second South, P.O. Box 2250, Butte, Montana Kansas City 10, Missouri 


' : 
Salt Lake City 10, Utah re 


117 Trumbull Ave., S.E., P.O. Box 1342, 
Albuquerque, N. M. 


‘ 
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ROUNDING UP BUSINESS! 


Why? . . . Because Conoco’s services do not end with 
supplying you with the hottest brand of petroleum 
products. Conoco believes in two-way co-operation 

. in giving its distributor the hottest business- 
building support in the industry. Conoco is genuinely 
interested in jobber-dealer problems and offers its dis- 
tributors all-around assistance in working them out. 


We not only welcome your questions. We solicit 
them. As one of the nation’s oldest major oil com- 
panies, Conoco has a gold mine of sound information 
which is readily available. Many of the ‘‘answers”’ 
were originally developed by businessmen like your- 
self working on problems with a Conoco Represent- 
ative. For example, we are frequently asked questions 
like these concerning service station operation: 


© 1958, Continental Oil Company 
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e What can I offer my employees as extra incentives? 

e What kind of records should I keep? 

e@ What should my records tell me? 

@ What kind of promotions pay off and what do I do about it? 
@ How can I teach my driveway salesmen to really sell? 
@ What kind of advertising should I do myself? 

e@ What qualifications should my No. 2 man have? 

e How can I get the most from my men? 


e Why should I keep my station so clean? 


Which of these subjects is especially interesting to 
you? Conoco Representatives can supply you with 
brochures covering these topics as well as any ex- 
planations which may be needed. Order your copies 
now by writing to the Conoco Division Manager in 
the office nearest you. 





Fuel Oil 

















VOLKSWAGENS save $750 a year per sedan, $434 per truck for Electro-Watt, Inc., of Seattle 


How Small Cars Can Cut Your 


FOR YEARS, Seattle’s Electro-Watt, Inc., bought 
various makes and models of U.S. cars in an at- 
tempt to get low-cost transportation for salesmen. 
Its final choice turned out to be a pleasant surprise. 

The jobbership started with two-door sedans; in 
1954 it switched to four-door station wagons, 
loaded with extras to get highest possible resale or 
trade-in value. Electro-Watt figured station wagons 
would be handy for hauling parts and equipment, 
but the hauling never amounted to much and the 
company discontinued its equipment distributorship. 

Now Electro-Watt is back to two-door sedans, 
but with a difference: they’re Volkswagens. “We 
bought VW’s because we knew they'd save money, 
and we haven’t been disappointed,” says Robert 
Watt, head of the Standard of California jobbership. 

The VW’s pay off another way, too. “What sur- 
prised us,” says Watt, “is their tremendous advertis- 
ing value.” Watt’s VW’s are painted an eye-catch- 
ing green, yellow and red. “People actually stop 
our salesmen and ask for a ride. What better open- 
ing can a salesman have?” 

Watt figures VW’s save him $750 a year per 
car, so his three-car fleet saves $2,250 a year. Here’s 
a further breakdown on a per car per year basis: 

e Fuel savings are $256. Watt’s U.S. station 
wagons got 10-12 miles per gal.; VW’s get at least 


30. Driving 18,000 miles a year, the U.S. vehicles 
used 1,500 gal., $427 worth at 28.5¢ gal. VW’s 
cover the same ground on 600 gal.—$171. 

e Oil-change savings are $8. Crankcases are 
drained nine times a year: U.S. vehicles used 54 
qt., $13.50 at 2¢ qt. VW’s use 22 gt.—$5.50. 

e Antifreeze savings are $2. VW’s have air- 
cooled motors that require no antifreeze. 

e Tire savings are $7, based on one tire change 
in three years. U.S. tires cost about $60; VW, $40. 

e Initial investment saving is $341. Watt’s sta- 
tion wagons cost $2,900 each, VW’s $1,875. 

e Trade-in saving is $67. Watt got about $1,000 
for a U.S. car, figures VW’s will bring $1,200. 

e License registration saving is $8. Plates for 
VW’s cost $29.75, for station wagons $38. 

Watt also saves $61 a year per car in interest 
on his investment. He puts his investment figure 
at $1,025, the difference in cost between American 
cars and VW’s, with interest at 6% for three years. 

With such substantial savings Watt can more than 
pay for new VW’s at the end of three years. In 
fact one year’s savings on a VW will more than 
pay for its replacement. Each Volks depreciates 
$675 in value over the three-year period, but Watt 
saves more than that on each one yearly. 

What About Volks Trucks?—Since VW sedans 
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What One VW Saves Per Year 


Gp 


Gasoline 
Oil Change 
Anti-freeze 

Tires 
Initial 
Investment 


Trade-In 
Value 


Registrations 


Interest On 
Investment 


Parts Damage 
Time Savings 


9” 


Electro-Watt president Bob Watt: Small car savings 
(left) and ad value leave him pleasantly surprised 


Heating Oil Sales Costs 


save Watt money, it’s no wonder he’s converting 
his burner service fleet to Volkswagen. His 12-truck 
fleet now has four VW’s, bought about a year ago; 
two more are coming. 

The VW’s are replacing two makes of U.S.-made 
half-ton panel trucks. Watt finds the VW truck can 
hold just as much as the U.S. truck and is more 
convenient for the serviceman. 

Watt considers the side-entry Volks trucks more 
convenient for his purposes than the rear-entry U.S. 
trucks. The VW has a rear door, too, above the 
engine compartment, giving access to parts. Built-in 
racks in the Volks hold tools and parts more se- 
curely than in the American trucks, Watt believes, 
resulting in fewer damaged parts and time saved 
for the serviceman. 

Watt says VW trucks save him $434 a year per 
unit. Here’s a breakdown: 

e $142 on fuel. The trucks drive about 10,000 
miles a year. The two U.S. makes averaged 8-10 
mpg; each VW gives 19-20 mpg. The fuel bill for 
U.S. trucks averaged $285, compared with $142 
for VW’s. 

e $3.25 on five oil changes. U.S. trucks took 
25 qt. each; VW’s take 12 qt. 

e $2 on anti-freeze. 

e $13 on tires. Tires, changed at least once in 
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five years, come to $100 for each U.S. truck, about 
$60 for each VW. 

e $250 on initial investment. U.S. panel jobs 
cost Watt $2,150. He pays $1,900 for each VW. 

e $15 in interest on investment at 6% for five 
years. 

e $9 on registration fees. Tags for U.S. trucks 
cost $49.65. Now Watt pays $40.65 on his VW’s. 

In addition to these, Watt estimates $100 saving 
per truck per year in damage to burner parts. He 
figures anotiuer $100 saving of serviceman’s time, 
because of easy access, door location, easier park- 
ing, and elimination of spilled parts. 

Watt hasn’t had any trade-in experience on his 
VW trucks, “But we expect it to be good,” he says 

How the Volks Bug Bit Watt— Bob Watt was 
first sold on VW’s by his fleet superintendent, How 
ard Brandt, who has owned three himself 

Watt had his own experience to go on, too. He's 
taken part in many sport-car races piloting a Tri- 
umph TR-2. This gave him a chance to learn 
more about VW’s and other foreign cars 

It wasn’t long before Watt decided the little Volks 
appeared to be the most reliable and economical 
of he lot. He goes along with Howard Brandt’s 
analysis that “the Volks is built like a brick out- 
house.” * 





FORECAST: How East Coast Fuel Oil 


OIL HEAT DEMAND on the East Coast* is in 
for over-all growth in the next five years, as com- 
pared with the last five. That’s the prediction of 
L. S. Marshman, fuel oil division manager of 
Socony Mobil Oil Co. Details appear at right. 

Here are the high points of Marshman’s picture 
of the East Coast market in 1963: 

e Middle distillates: Growth rate down to a 


17% increase over 1958. 

e Kerosine: Demand up 1000% because of 
boom in jet fuel needs. 

e Diesel fuel: Growth rate up to 22% over 
the 1958 level. 

e Residual: Demand up 15%—compared with 
a 7% drop over the past five years. 

Marshman made his forecast at the fall meeting 
of the Empire State Petroleum Assn. Fuel oil job- 
bers there were quick to note that the biggest gains 
are expected to be in products retailed largely by 
suppliers. 

Kerosene is a case in point. Says Marshman, 
“Traditional uses for kerosine, such as cooking and 
space heating, are bound to continue to decline. 
However over the same period the use of 
kerosine for aviation turbine fuel by the commer- 
cial airlines is expected to increase over 1000%.... 

A reverse example is heating oil. The growth 
of demand for this product, handled mostly by 
jobbers, is slowing down. 

Wanted: Heating Oil Package—-Marshman says 
the only way oil men can compete with natural 


The forecast covers 15 states: New England, West 
Virginia and all seaboard states except Florida and Georgia 


gas is to offer the customer “heating comfort—the 
complete package.” 

“This means,” he says, “good clean oil, efficient 
automatic delivery, reliable and reasonably priced 
burner service and balanced payment plan.” 

Marshman says more marketers must sell oil 
burners. “If oil burners are to be sold in the future, 
they will be sold by us. No one else will do it 
for us. We can perpetuate this business or we can 
let it die on the vine.” 

Where Competitive Fuels Stand—Gas, Marsh- 
man says, will continue to be oil heat’s most signif- 
icant competitor in the next five to ten years. 

“They have quite a saleable package; they have 
acquired so many customers in areas where we oil 
markters have had a price advantage. They’ve sold 
a package while we’ve been selling oil.” 

On liquefied-petroleum gas, Marshman says, 
“The outlook is for even more competition in the 
future.” He figures LP-gas lines will eventually 
be extended into the New York and Philadelphia 
areas. (NPN—Sept., p 156). And two railroads 
are talking about an LP-gas line along their rights 
of way from the Southwest into Albany. Tankers 
will bring in LP-gas from the Gulf and Venezuela. 

Demand for LP-gas in the East will increase 54% 
by 1963, Marshman predicts, with a 35% boost 
expected in New York state. 

Electric heat, says Marshman, is still too ex- 
pensive to be competitive. But there may be ex- 
ceptions in areas where cheap hydro-power is or 
will be available. These could include Buffalo and 
other areas getting cheap power from the St. Law- 
rence Seaway. 


FORECAST: West Europe Could Be 


THERE’S BIG POTENTIAL in the West Euro- 
pean burner market. That’s the finding of G. H. 
Schoenbaum, head of the home heating section of 
Standard Oil Co. (N.J.)’s market coordinating de- 
partment. Details appear at right. 

Schoenbaum’s advice: “Go over there and start 
some good American competition to show Euro- 
pean manufacturers they've got to keep on the 
move to make a living.” 

West Europe this year will absorb only about 
210,000 oil burners—up from 188,000 in 1957. 
Some 1.2-million burners now heat 2.05-million 


centrally heated dwelling units plus commercial and 
public plants. This is only a fraction of the po- 
tential, says Schoenbaum. “Think what might hap- 
pen if you get in there and push,” he says. “If 
all new housing goes to oil heat, demand for oil 
will go from 50-million bbl. a year to 400-million 
bbl. a year by 1965. 

Coal now furnishes 65% of Europe’s home 
power and light, oil 5% —despite coal’s higher cost. 
Oil’s big problems are high equipment and installa- 
tion cost and poor installation and service. Schoen- 
baum thinks U.S. know-how could solve them. 
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Demand Will Change by 1963 


(all sales given in thousands of bbi.) 


1958 sales % change 1963 sales % change % change 
(estimated) ‘58 vs ‘53 (forecast) over ‘58 over ‘58 (N.Y.) 
Kerosine (ex jet) 62,427 — 8 57,000 —9 —!0 
Jet use 1,533 17,055 1,000 
No. | heating 17,451 21 20,000 15 17 
Nos. 2, 3, 4 heating .... 219,491 31 259,000 18 15 
Total heating 236,942 30 279,000 18 15 
Railroads 1,600 —I16 1,300 —I9 40 
Vessels 350 14 500 43 25 
Utilities 500 —52 500 0 20 
Manufacturers 15,700 3 17,000 8 12 
Military 524 —9 524 0 0 
Oil company 2,000 — | 2,250 12 VI 
Miscellaneous 2,600 —22 2,500 —4 —62 


Total 260,216 26 303,574 17 15 


DISTILLATES 


Railroads oS ae 8 22,500 15 10 
Vessels sree: 38 11,000 13 17 
Utilities ree 525 —43 500 — 5 17 
Manufacturers .. . 4,150 0 4,550 10 19 
Military eae ee 60 2,820 0 0 
Oil company .......... 185 29 250 35 0 
Highway . 5,300 34 7,800 47 40 
Off-highway . ‘ati, oes nn 46 5,000 43 33 


Total 44,530 19 54,420 22 17 


Rawewee: 635.5; 913 12 1,000 9 
Vessels _. + 47,696 12 55,000 15 
aaa . 25,979 ——42 34,000 31 
Manufacturers ......... 81,740 | 95,500 16 
Heating ........ 51,055 anf 57,500 13 
Military .. be a 14,106 9 13,900 — 2 
Oil company .......... 20,296 — | 21,000 3 
Miscellaneous ON. iced 1,827 68 2,300 __ 26 


Total 243,612 —7 279,700 15 13 
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Notes: All heating estimates and kerosine (ex jet) adjusted to normal weather os nage 
All figures based on assumption there will be no wars, no major nation al catastrophes, no big changes in political power balance of world, no 
major depression; and that current depression has hit bottom, with rap id expansion of economy in mid-1959. 


Next Big Market for Oil Burners 


Dwelling Units (od< 000) Centrally heated Oil burners installed om (add 000)! Total in use, 
End of ‘57 Total Oil "56 ‘57 Est. ‘58 end of ‘57 


3,110 155 75 8 8 8 100 

. 1,425 500 177 16 12 11 60 

Finland 1,196 40 1] 2 2 | 18 
France 13,000 1,700 170 32 35 38 266 
Germany .......... 13,030 1,500 210 100 80 95 225 
Italy . 12,510 625? 50 12 15 20 50 
Netherlands 2,655 140 74 7 6 7 90 
Norway 1,100 62 52 4 2 2 22 
eae FS 1,610 1,050 25 15 13 265 
Switzerland ........ 1,423 3274 1644 i 8 8 86 
United Kingdom .... 15,186 150 18 10 5 7 22 


Total 67,970 6,809 2,051 227 +188 #210 1,204 





‘Includes burners in dwelling units, commercial and public establishments Estimated at 50%, of total dweiling units. 
2All figures estimated in New York. ‘Calculation on United Nations statistics basis 











ELIMINATE 


BALL JOINT 


and 


TORSION BAR 
TROUBLES 





TBA Franchises Available ! | 
AMALIE DIVISION | 


L. Sonneborn Sons, Inc. 
Franklin, Pennsylvania 


Granco # 


ROTARY positive 
displacement pumps 

. with the patented GRANCO “universal 
joint” pumping action! Compact, rugged de- 
signs for light or heavy duty service 
GRANCO fast-flow suction strainers are avail- 


able for all models. 





Che bitea i 
TRUCK 
METERS 


GRANCO's unique 
angular rotary motion 
is the practical answer 
to frictionless metering! Complete, ready-to 
install combinations include METER, AIR ELIM- 
INATOR, STRAINER... designed for accurate, 
trouble-free discharge from pump or gravity 
flow systems 

Write TODAY for FREE Engineering 


and Data Manual on 
Pumps and Meters 


PUMPS and METERS 


Manufactured by 
GRANBERG CORPORTION 


1313 Sixty-Seventh Street, Oakland 8, California 











Fuel Oil 


‘Homeowners Prefer Oil Heat’ 


That's what Washington State fuel oil men 
are plugging in a new publicity campaign 


OIL-HEAT Institute of Washington 
has launched a public relations pro- 
gram to show opinion-makers that 
homeowners prefer oil heat. 

The first issue of its quarterly news- 
letter went to 2,700 builders, real- 
estate agents, architects and financial 
institutions. 

Most of the copy was devoted to 
a survey made by a state group 
showing a wide preterence for oil 
heat among homeowners. OHI’s pitch 
to the opinion-makers was: “Why 
fight the homeowner’s preference?” 

(For a different—and more disturb- 
ing—picture of consumer preference, 
see page 69). 

Other Fronts—The newsletter is 
not the only attack that Washington 
OHI has planned. It’s also coming 
out with merchandising materials that 
builders can use to direct potential 
home-buyers to oil-heated homes. 

OHI is also setting up a speakers’ 
bureau to bring the oil heat story to 
community groups and civic clubs, 
stressing the economic importance of 
oil and oil heat to the area. 

How Important is Oil Heat?—Be- 
fore Washington State heating oil job- 
bers and retailers could sell their 


Memos for Fuel Oil 


economic importance to the state, 
they had to have an exact idea how 
big they are as a group. In a survey 
of independent marketers, here’s what 
they found: 

e Independent heating oil men 
have $50-million invested in build- 
ings, trucks and other equipment in 
their 950 separate business establish- 
ments. 

e They pay about $2.06-million 
a year in state and local taxes, pay 
another $25.6-million a year in wages 
to 5,002 employes. 

e They deliver oil to 480,000 
homes housing 1.5-million persons. 
Sales last year hit $107-million. 

e Together with other marketers, 
they sold 348.2-million gal. of all 
grades of heating oil last year to 
produce nearly 96-trillion Btu’s, far 
in excess of any other domestic fuel. 
Oil gallonage sold was 40.3% more 
than gasoline gallonage sold in the 
state. 

When all refineries in the state are 
on stream by 1965, says Washington 
OHI, they’ll add another $348-$380- 
million to the jobber-retailer capital 
investment; their 6,400 employes will 
receive $30-million in wages a year. 


Men... 





© Bootees can be worn by others 
in your company besides burner 
service men. Godfrey Fuel Co, of 
Milton, Mass., supplies its fuel oil 
and oil heating equipment sales- 
men with cheesecloth bootees. “We 
tell our men to put their bootees 
on over their rubbers whenever 
they go into a house,” says John 
Magner, Godfrey’s sales chief. 


© Certified burner men—That’s 
what Oil-Heat Institute’s distribu- 
tion division is trying to achieve 
with tests for burner mechanics. 

Tests, prepared by OHI, would 
be mailed to chapters or member 
distributors, given to the burner 
men and returned to OHI for 
grading. Mechanics who pass 
would receive certificates. 

Not only will the plan upgrade 
burner service, but it will give dis- 
tributors something extra“ to 
advertise in the oil-heat package. 


NATIONAL 


e You can speed up post-office 
handling of your outgoing state- 
ments and direct-mail advertising 
it you,ysort your mail into local 
and out-of-town bundles. 

Your local post office has a 
supply of self-sealing tapes you 
can have at no cost to make your 
job easier. 

Mid-Hudson Oil Co., Pough- 
keepsie, N. Y., has been sorting 
its mail for several months and 
finds that mail is being handled 
quicker at the local post office. 

“It only takes us a few minutes 
each day to sort the mail,” says 
a Mid-Hudson man. “Because we 
sort it, our mail isn’t mixed in 
with the other unsorted mail. And 
since we use postage meter equip- 
ment, the mail is pre-cancelled, 
saving more time at the post 
office.” 

Mid-Hudson figures sorting mail 
cuts a day of delivery time. 
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NEW MACK: COE. 


give you all these profit-boosting features 


e Choice of Mack ensines—gasoline, diesel or turbo- 
charged diesel — from 150 to 205 h.p. 


e Tilt-cab action for full engine accessibility 
e Truck and tractor models 


e Low step-height for easy entry-exit... flat floor (on 
40 series) for swift exits from either door 


e ‘Executive suite’ cab engineered for comfort, fume 
free ventilation and smooth-handling controls 


e Panoramic, wrap-around 3606-square inch wind 
shield 


© Set-back front axle for 14:24 weight distribution on 
trucks and maximum front-axle loading on tractors 


e Advanced Mack steering systems for utmost maneu 
verability 


e Air-boosted hydraulic clutch 


e Choice of Mack transmissions (5 to 15 speeds), 
brakes, frames and suspensions 


© 4- or 6-wheel models with option of famous Mack 


Balanced Bogie 


These compact cost-busters give you every feature needed for economy, 
bonus payloads, and fast action in and out of congested areas. That’s why 
Mack Model N COE trucks and tractors are winning immediate acceptance 
by dollar-conscidus operators throughout the nation. 


For the names of firms that are already cashing in on the advanced profit- 
power of Mack Model N’s . . . or for a briefing on the Model N that will 
do as much for you—contact your Mack branch or distributor today! Mack 
Trucks, Inc., Plainfield, New Jersey. In Canada: Mack Trucks of Canada, Ltd. 


MACK firstname for TRUCKS 





ISLAND COVERS 


@ General Petroleum builds 
individual island covers 

for maximum shelter with 
minimum crowding. Cost 


is low, erection easy 


MULTIPUMP SHELTER 


@ Massive canopy at 
iobber station is 100 ft. 
long, 44 ft. wide. Detached 
from station, it doesn't 
restrict layout. Cost: $7,000 


ATTACHED CANOPY 


@ Oklahoma adds modern 
canopy to prefab station. 
High roof accommodates 
trucks, helps diffuse light. 
Cost: About $2,500 
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An Old Standby’s New Appeal 


FB Once a regular station feature, canopies fell into 
disrepute a few years ago. Now they're coming back. 


@ In some areas, modern marketing methods make them 
indispensable. This nationwide roundup tells you why. 


CANOPIES ARE BACK because they can fill im- 
portant needs in modern marketing: 

e Distinctiveness—Today’s competition puts a 
premium on station identity. Creative use of can- 
opies is an effective way to achieve individual 
identity for a company or brand. 

e All-Weather Protection—Increasing emphasis 
on service makes customer comfort essential any- 
where. In hot or wet climates, this means canopies 
are practically a must.( Extra payoff: by protecting 
station men from the elements, canopies allow them 
to concentrate on selling. ) 

These factors are producing a national swing 
back to canopies—as well as a radical new look in 
canopies themselves (see pictures at left). The 
traditional attached canopy is still going strong. 
But inspired by the free-wheeling designs of the 
independents, more and more marketers are com- 
ing up with huge isolated pump shelters or “float- 


ing” island covers. The object is to eliminate the 
closed-in, cramped look that put the old-style 
attached canopy into disfavor. 

On the debit side, canopies do add a substantial 
amount ($1,000-$10,000) to the cost of a station. 
And it’s a mistake to build them under certain 
conditions (small lot, mild weather, limited budget, 
questionable volume potential). However, most 
station designers have rejected the old idea that 
canopies restrict layout possibilities. Instead, they 
look on canopies as key tools in achieving more 
imaginative designs, greater variety, better lighting 
and more impactful advertising. 

Currently, canopies are most popular in hot 
climates—the West Coast, Southwest and Southeast 

and rainy areas like the Pacific Northwest. But 
they’re also gaining ground in the East. For a 
national roundup of the newest wrinkles—and the 
prevailing trends—see the next five pas. > 
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PRO WEATHER— Canopies keep pump islands 
cool when it’s hot, dry when it’s wet 


APPEARANCE— They build uniform iden- 
tity, add distinction, improve lighting 


MERCHANDISING— They’re massive 
brand marks, supply display space 


POPULARITY— Dealers and customers are 
solidly in favor, as an added convenience 


CONwearnee Not all regions need them; 


why build for a rainy day? 


MAINTENANCE— Severe weather adds to 
upkeep; cars often ram support posts 


INFLEXIBILITY — 
They limit pump and 


building location, can cramp layout 


COST— Canopies add from 6% to 20% 
to cost of station, but may not add volume 
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Private brand canopy measures 69 ft. by 25 ft. 


STATION CANOPIES, a longtime tradition in 
West Coast marketing, are more popular than ever. 

For the past year, Tidewater has had a “must” 
policy on canopies in new stations. Union Oil says 
it “rarely builds without a canopy.” Standard of 
California has been using them “for more than 
50 years” and intends to continue. 

Following World War Il, canopy popularity 
tapered off a bit. With the exception of Union, 
majors tried canopy-less multipump outlets. The 
fad died in a few years. 

Advantages—The West Coast harbors extremes 
of weather and temperature. Climates range from 
the sun-baked San Joaquin and Imperial valleys 
to the damp rain-swept coast of Washington and 
Oregon. Towering mountains add a snow problem. 

But protection from the elements is only one 
aspect. Brand identification is also important. 
Canopies offer a good way to display brand marks, 
and provide almost unlimited possibilities for in- 
dividually styling stations. In competitive areas 
like the sprawling Los Angeles market, this is 
basic. One private brander calls canopies a “com- 
petitive necessity.” Like trading stamps, he says, 
canopies don’t build gallonage, but the absence 
of one can hurt you. 

Here, as elsewhere, the chief objection to can- 


Trapezoidal canopy was added to existing station 


opies is cost. Depending on size and materials used, 
canopies run from $1,500 to $6,500 per station. 
One major builds canopies only in extreme 
climates because “we can build another station for 
the price of 10 canopies.” ‘ 

Do They Pay Off?—Aside trom the competitive 
angle, canopy boosters say they pull their own 
weight. A multipump operator in Los Angeles has 
two stations, each doing about 125,000 gal. a 
month. Recently he added a canopy to one outlet. 
On rainy days, gallonage is down 75% at the 
canopy-less station, but only 10% at the other. 

Canopies can pay off in increased oil and TBA 
sales, too. A private brand chain puts up oversized 
canopies with brilliant lighting fixtures. “That helps 
our attendants see under the hood at night,” says 
an executive. 

Trends—Standard of California foresees a move 
to massive canopies, with glare-free lighting a paral- 
lel development. Standard is also experimenting with 
full cantilever designs. This type of canopy juts 
out from the station building and has no end sup- 
ports. It eliminates one favorite gripe against can- 
opies: “People are always running into the posts.” 

Individual island covers have long been used by 
private branders. Some majors are now adopting 
them. Tidewater, for one, uses a detached island 
cover where one canopy won’t cover all islands. 

Current experiments could affect the canopy of 
the future. General Petroleum is raising pre- 
stressed concrete canopies in Mexico. At present, 


* 


some U.S. building codes won’t permit them. 
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Striking winged island canopy costs $8,000 


CANOPIES are back in the Southwest, too. 
Biggest boosters are the majors: most of their new 
stations have canopies. Private branders range from 
lukewarm to hostile. Their marketing secret is low- 
cost operation; canopies for them are an additional, 
often burdensome expense. 

Dealers, especially in the scorching, arid plains 
areas, are solidly in favor of canopies. Customers 
are for them too—for their own comfort, and for the 
sake of dealers. One major spot-surveyed customer 
preferences and found many reluctant “to make 
a dealer come out in the sun”. 

There are other advantages. Dealers use the 
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Magnolia is shooting for uniform canopy design 


sheltered area as auxiliary work space and for lube 
and wash jobs. Canopies also enhance brand 
identification. 

Who Uses Them—Putting up a canopy in the 
Southwest is a matter for individual decision. Most 
locations get them; a few don’t. And some majors 
are hotter than others on the subject 

American Petrofina says, “They're necessary 
anywhere.” Fina canopies usually extend over two 
islands and average about 56 ft. in length. Fina ha 
a low-cost design: average price is $1,800 per unit 

Other majors who are strong canopy fans in 
clude Sinclair, Humble and Texaco. Magnolia is 
in the midst of experimentation with designs. One 
test station has an oversized canopy jutting out 
from two sides of the station building, covering an 


island on each side 
(Continued) 
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Double canopy is designed for corner location, gives relatively open appearance 


Multipump shelter is built from standard parts 





CANOPIES are a rarity in the Midwest, especially 
in the frigid northern reaches. Farther south, near 
St. Louis, they’re few but not uncommon. 

There’s a notable exception. Oklahoma Oil 
Co., Jersey Standard’s hard-driving marketing sub- 
sidiary, is putting up more and more canopies in 
Illinois and Chicago. Among majors, canopies can 
only be found in key prestige locations. 

Summers are mild and dry; winters are severe. 
Canopies bear heavy snow loads: that means they 
cost more. Rugged winters also boost maintenance. 
Competitively, there aren’t enough canopies around 
to make them a merchandising necessity. 

Private branders are a substantial factor in many 
Midwest markets. Traditionally, these chains lean 
toward a “wide open” spacious look. Canopies— 
in appearance, at least—can make access and 
ingress seem harder. Some majors report it’s not 








Vickers canopy is functional part of building 


just appearance. Poor drivers are hesitant to 
squeeze under canopies and sometimes ram them. 

Company Views—Some years ago, Standard of 
Ohio had a territory-wide canopy. It was a fea- 
ture of a style called “Old English.” The design 
was dropped before World War II and canopies 
died with it. 

Two companies that seldom use canopies now 
indicate they'll start building them if they can get 
he initial cost down. Both Pure and Gulf think 
they may be advantageous, but are stopped cold by 
building costs of $3 to $5 per square foot. 

Indiana Standard is currently building a new 
canopy station on a choice corner in downtown 
Chicago. The canopy will be expensive—about 
$10,000—and is an exception, not an experiment. 
It will be brightly lit and serve as a massive point- 
of-sale advertising device. 

Oklahoma’s canopy (pictured on page 98) 
costs $5,000 for masonry stations, $2,500 for metal 
prefabs. Oklahoma sees the weather shelter angle 
as incidental. Chief values are prestige advertising 
and lighting possibilities. 
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Half-and-half form solves problem of easy access 





WITH TWO EXCEPTIONS, canopies are on the 
rise in the Southeast. Phillips and Shell, alone 
among the majors, are not sold on them. 

The climate lends itself to canopies. Hot, rainy 
days follow one another. Even shopping centers are 
appearing with canopy-covered malls. 

Southeast marketers’ chief objection to canopies 
has been that they create a “closed-in” look. 
Canopies, they say, make a station seem harder to 
get into. The appearance of difficulty is often 
enough to frighten poor drivers away. Two solutions 
seem to be developing, but neither has yet caught on 
enough to be classed as a trend. 

e In many areas, major stations use a “half- 
and-half” approach. A station has two pump 
islands. One is covered by a canopy attached to 
the station building. The other stands open, with 
only a T-Light over it. Designers say this plan 
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Miami was built for prestige 


No-drip island canopy in Florida may start trend 


gives an open look, permits maximum light dif- 
fusion and allows easy access by trucks and cars. 

e A second, more radical answer is the hy- 
perbolic paraboloid island canopy. The design re 
sembles a soup bowl. It’s supported by only one 
island stanchion, giving an open look. In a rain 
storm, there’s no drip; water is carried to the center 
of the bowl and down a pipe to the ground. Dur- 
ing hot weather the bowl’s design deflects air cur 
rents downward, cooling the area underneath. 

There’s a drawback to the design. The canopy 
rises 15 ft. at the outer edge. It gives only partial 
protection from the weather. Rain can still blow 
in on the attendant and car. 

These majors like canopies: Standard of Ken- 
tucky, Sinclair, Pure and Gulf. Texaco has no set 
policy, generally builds them in hot, rainy areas 
where dealers ask for them. Sinclair puts a canopy 
“on every station where it’s feasible.” 

Canopy price range in this area is from $1,500 
to $3,000. Shell’s resistance is partly based on 
price, but the company also cites the “inflexibility” 
canopies force on station layouts. (Continued ) 
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Tidewater uses one basic design in new stations 





TIDEWATER OIL CO.’S 


introduction of can- 
opies on a company-wide basis has forced East 
Coast marketers to take a long look at existing 
canopy policies. 

Thirty years ago, canopies were a familiar sight 
on the East Coast. They fell from favor long 
before World War II. 

e Now, one major has a private research or- 
ganization surveying consumers to learn if they 
want canopy stations. 

e Esso, with only a few canopy stations in 
southern areas, is tentatively designing canopies 
for some northern locations. 

e Sinclair has an experimental station in New 
England with free-standing canopies over two pump 





THE SUBJECT of canopies lies dormant—for the 
moment, at least—in the Rocky Mountains. 

Only one major brand, Chevron (Standard of 
California), is consistently erecting canopy stations. 
A few scattered independent operators have them. 

Canopies have been carefully analyzed from the 
cost angle. Nearly all marketers know what’s re- 
quired in size, snow loads (about 30 Ibs. per sq. 
ft. in this wintry country) and price (upwards of 
$4,000). It’s a safe bet that if one big marketer 
went to canopies, there’d be a rush by competitors 
to catch up. 

The Rockies have a relatively dry, mild climate. 
Denver, for instance, averages 310 sunny days a 
year. Marketers here cite layout and design prob- 
lems as well. If canopies ever appear in large 
numbers, their chief purpose will be to serve as 
eye-catchers. 








Tulsa gets trademark (T) and shelter in one unit 


islands. Cities Service (Pa.) says it’s “leaning to- 
ward canopies” in Virginia. 

Private branders are in the canopy swing too. 
Tulsa Oil Co. of New Jersey puts T-shaped can- 
opies at its stations. They serve as brand marks as 
well as weather shelters. 

One reason for the irregular pattern of canopy 
building in the East is the erratic weather. (One 
major says it has been “up and down” on canopies 
for several years.) Many sections are heavy rain- 
fall areas; others are hot and humid in summer. 

An attached station canopy here costs $2,500 
to $4,000 (snow load is a factor). Detached island 
canopies may go as low as $1,500. 

Critics argue that canopies restrict building and 
island location. Tidewater says flexibility isn’t a 
significant factor. If the current excitement over 
canopies continues unabated, this problem and 
others will be swept over by a wave of canopy 
building on the East Coast. 





‘Hyperbolic paraboloid’ canopy is distinctive 
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FRAM—-WARNER LEWIS 
D SEPARATOR/ FILTERS 


146 of these FRAM-WARNER LEWIS vertical water 
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separator/filters now are on duty at United States Air Force 


bases in Spain. Designed and manufactured by the world leader in 
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Warner Lew eparator. filter 
solids from liquid fuels to highest 
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Samford-Markowitz, Contractor 
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On the Massachusetts and Maine Turnpikes, internally-lighted PLEXIGLAS pole signs 14 feet in size, one of the largest production- 
type signs ever built, reproduces the Cities Service Company trademark. PLEXIGLAS signs are also used on station pylons. 


Day and Night 


you build more sales with 


XIGLAS 
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CITIES SERVICE | 


ene eR “Ta nnn ence 


High-speed highway travel is a real test of the legi- 
bility and eye-catching appearance of a sign. That's 
why every major oil company ... and hundreds 
of leading firms in other’ fields 


depend on 


dependable, gleaming PLENIGLAS” acrylic plastic 
for signs. 

Day and night, signs made of Prexicias build 
more sales for big and small companies. Complete 


luminosity from internal lighting takes over at dusk, 


Ser 1 for th new full 
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adding to the signs’ colorful appearance and stop 
pine power. lrademark-reproduction Ion ire 
accurate in’ PLEXIGLA In addition, th hie ed 
outdoor plasty resistS breakage and weather 


keeps maintenance costs way down 


Sales go up when a PLeNict ign goes up. Wi 
for liter ure, COlOr all pie yc thre rycen 
COMpanle who can work with you lo develop 
PLENIGI } program. 





Chemicals for Industry 
re ROHM ¢& HAAS 
COM PANY 


WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


Representatives in principal foreign counties 


Canadian Distributor: ( (, / / 
130 On Ouay I / () 

















US BATTERY SEPARATORS 


THERE’S A “U. S.” SEPARATOR 
FOR BATTERIES IN ANY PRICE RANGE 


For Premium Batteries 
U.S. PEERLESS* 
MICROPOROUS RUBBER 


ee 





For Medium-Priced Batteries 
U.S. SENTINEL** 


RESIN-IMPREGNATED, For Competitive-Priced Batteries 
REINFORCED WITH PLASTIC RIBS U.S. REVERE* 
RESIN-IMPREGNATED 


“U.S.” Separators provide the finest battery insulation in the world 


Whatever your type of battery, there’s a “U.S.” Our staff engineers specialize in advising what is 
Separator that will make it perform better. Take up the best separator for your own particular needs. 
your battery separator requirements with “U.S.”— Write United States Rubber, Rockefeller Center, 
the world’s largest producer of battery separators. New York 20, New York. 


°Patented 
©°Patent applied for 


Mechanical Goods Division 


United States Rubber 


See things you never saw before. Visit U.S. Rubber’s New Exhibit Hall, Rockefeller Center, N.Y. 
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OR HOT... PARATONE-BLENDED OILS DO THE JOB! 


Driving conditions— whether in sub zero temperatures—or in blazing summer 
heat, demand the most from lubricating oils. Oils blended with Enjay Paratone" 
viscosity index improver remain free flowing all winter long—and provide 
instant lubrication when starting up. And yet when engine temperatures soar, 
these same Paratone-blended oils stand up and refuse to thin out. 





Enjay has developed the only complete line of high quality additives (Paramins”). 


To meet the most exacting lubrication specifications, insist on Enjay Paramins. Pioneer in Petrochemicals 


ENJAY COMPANY, INC., 15 West 51st St., New York 19, N.Y. - Akron + Boston - Charlotte - Chicago - Detroit - Los Angeles - New Orleans - Tulsa 
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HEAVY 
DUTY 
FLASHER 


-.- FOR 


IQ000 000 trucks plos* 


The new Tung-Sol Heavy Duty 
Flasher has a service-rated life of 
twice that of any other type. It can 
be used to flash one to six lights 
without a perceptible change in the 
flashing rate. It provides for instan- 
taneous four-lamp emergency warn- 
ing and it will replace 95% of the 
flashers now in use. This new flasher 
will provide more positive action 
and greater dependability in any 
service for which the vehicle 1s 
presently wired. Made in the uni- 
versal form, it can be used in either 
a plug-in or screw terminal in- 
stallation. 


Get the full story and sales aids 
from your Tung-Sol representative. 
Announcement to your fleet ac- 
counts will produce immediate vol- 
ume sales. Electroswitch Division, 
Tung-Sol Electric Inc., Newark 4, 
New Jersey. 


*Plus boat and car trailers, 
buses, taxicabs and even pas- 
senger cars. 


6 and 12-Volt Types 
6-Volt— #535 flashes from one 
to six 2lcp lamps 
12-Volt—#534 flashes from 
one.to six 2lep or 32cp lamps 
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Management 


Colorado jobber James E. Gladney (left) built his Hi-Way 


Oil Co. into a six-station multipump chain that grossed over 


$1.4-million last year. He said his life was in the business, 


that he wouldn't sell—but he did. Here are the reasons... 


Why Jobber Jim Gladney Sold Out 


“I DON’T UNDERSTAND these jobber sellouts,” 
James E. Gladney, Sr., said not long ago. “I’ve 
turned down two offers to sell for twice what I 
have in my business. I’ve built up my business 
over the years and I want to stay in it. I want to 
see what’s going to happen next. It’s my life.” 

But shortly afterward Gladney signed a deal with 
his supplier, Bay Petroleum Co., and Bay took 
over the Pueblo, Colo., jobbership. 

Bay got six salary-operated multipump stations 
that did a total of 5.2-million gal. last year. Land 
and buildings were leased for 15 years, with two 
five-year options. Equipment and inventories were 
purchased outright. 

Gladney hasn’t said what he got. But the figure 
$1.5-million has been used extensively, calculated 
on the eventual value of the leases plus the cash 
transaction. Gladney says his investment was about 
$300,000, so it’s obviously a good deal for him. 
“The price was the big factor,” he says. “It was 
time for me to get out.” 

Behind this simple explanation, however, lie some 
complicated circumstances. Taken together, they 
illustrate the complex and sometimes tenuous equa- 
tion that exists between jobber and supplier. 

These are the big points, as seen by local mar- 
keters: 

¢ Gladney did a real job in building up his 
business—started in 1935—so he became an ef- 
fective marketer in Colorado’s No. 2 city. 

e He was generally regarded as a price opera- 
tor, but he commanded respect. 

¢ Pressures probably were mutual. Bay had no 
controlled gallonage in Pueblo and was uneasy 
about its representation. Gladney was uneasy about 
the future of his own business. He turned 50 last 
month, and likes the idea of being set for life. 

Gladney’s Reasons—‘“‘The main reason I sold,” 
says Gladney, “was to get security for my family— 
for my grandchildren. As far as the large jobber 
goes, the day for him to make money is gone. The 
large companies are going direct. The private-brand 
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jobber in the Rockies is very insecure because of 
the supply situation.” 

“My supplier restricted my promotional activi- 
ties, which reduced my ability to grow. I have 
always gone in for promotional things, such as 
weekend sugar specials and the sale of T-shirts for 
25¢. But they asked me not to do that, so I was 
handcuffed. It got so it wasn’t an independent 
setup any longer. 

“They asked me to discontinue some of the 
promotions because they amounted to price cuts. 

I got too big for Pueblo, and they put the 
finger on me.” 

Gladney says volume for the first eight months 
of this year hit 3.5-million gal., slightly under last 
year. He accounted for about 20% of the gasoline 
sold in Pueblo County. 

“The business was too large for my son to take 
over yet. If anything happened to me, the business 
wasn’t set up to be perpetuated. And I figured 
anything could happen—I have had more friends 
drop off the past year. 

“I had two sites in the works at the time this 
came off. One morning at breakfast with my wife 
and son, we decided to go ahead and sell.” 

Why did Bay want to buy? 

“The big companies have got to have controlled 
gallonage so they can convert crude into cash,” 
says Gladney. “They are going after the jobbers 
to control gallonage. Another thing, we have price 
wars here in Pueblo. There were months when Bay 
paid me $40,000 to $50,000 in allowances. So it’s 
cheaper for them to have stations on commission 
than to pay that much.” 

Bay’s Reasons—Bay won't discuss the Gladney 
deal beyond the original announcement. However 
there are these considerations: 

e Bay had no controlled gallonage in Pueblo; 
as the city grew, Gladney’s business became more 


To see how Jim Gladney built his 5.2- 
million-gal.-a-year business, turn the page 
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GLADNEY STATIONS catered to price-conscious, 


(Begins on page I11) 
attractive to competitors and Bay became more 
vulnerable. 

e At least one big major was reported to be 
so interested in Gladney’s operation that Bay felt 
it was just a matter of time before he received an 
irresistible offer. So Bay decided to move. 

e Other marketers say the situation became 
even more difficult for Bay as Gladney began mak- 
ing demands that Bay couldn’t cope with. 

The Takeover—Bay and Gladney first started 
talking in May, 1957, but didn’t get serious until 
this spring. In July Gladney signed the deal with 
Bay, and on Aug. 29 Bay took over. 

Bay’s announcement said Gladney would “retain 
over-all supervision of the operation.” He plans to 
do that for a few months and then “see America 
and the Orient” with his family. 

Under the new arrangement, Jim Gladney, Jr. 
becomes a station supervisor for Bay. The job- 
bership’s 60 employes were all taken over. 

Gladney’s six stations were salary-operated by 
managers. Bay offered them the stations on a com- 
mission basis (buying oil and TBA but taking 
gasoline on consignment). All six took the stations 
on that basis. 


How Jim Gladney Built 


PUEBLO is a city of 85,000; in Colorado, it’s 
second only to Denver, about 110 miles away. As 
a jobber, Jim Gladney liked to boast that he did a 
third as much business with six stations as one 
Denver major was doing with 60. 

How did Gladney get to be top marketer in 
Pueblo County? Besides hard work, the biggest 
factors were high-powered promotion and tight 
control over station operations and pricing. 

Promotion Push—Gladney’s Hi-Way Oil Co. 
put nearly 5% of its annual $1.47-million gross 
into promoting the business. Here are some of the 
things Gladney has done: 

e Sponsored radio newscasts six mornings a 
week. 

e Bought 17 spot announcements a day, seven 
days a week, on the same station. 

e Bought two class-A spot announcements a day 
on local TV. 

e Sponsored “Pigskin Party,” a TV_ sports 
personality show for 11 weeks each fall (picture). 

e Run a football winner-guessing contest at 
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stations during the fall. Prizes are gasoline, TBA 
and home appliances. 

e Run his own trading stamp plan and offered 
two others to brand-conscious customers. 

e Given away two-pound sacks of sugar at 
station Openings and during price wars. 

e Offered one quart of oil free with the purchase 
of four others. 

e Used  self-liquidatirg premiums—imprinted 
T-shirts, for instance—and periodically held draw- 
ings for free appliances. 

All this cost about $72,000 a year. The stamp 
plans alone ran to more than $44,000. Other items 
were $10,000 for radio advertising, $3,400 for TV 
(“Pigskin Party” cost $2,000 a season), $1,300 
for newspapers and $13,500 for sales promotion. 
Last year’s promotion figure included $3,000 each 
for two station openings. Gladney hired 30 extra 
attendants at each station and trotted out his sugar 
sacks and other giveaways. 

Control—“To succeed, a jobber must control 
all his outlets—otherwise he’s through,” says 
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and Bay 


His 5.2-Million-Gal.-a-Year Business 


Gladney. “We're all coming to direct operations 
The jobber with dealers is a thing of the past 
You've got to have your own company-controlled 
outlets. The competition is so keen that you’ve got 
to be able to react instantly 

Gladney’s reactions were instant enough to win 
him considerable credit for Pueblo’s recurring 
price wars. But his big, modern stations thrived 
Last year, four pumped more than a million gal 
apiece; the other two were opened in 1957 and 
didn’t have a full year of operation behind them 

The stations all are multipumps and conform 
to Bay Petroleum’s general design features. They 
have 20,000-gal. transport storage, large bays and 
two lifts. One of the new 1957 outlets is a nine- 
pump outlet that cost $50,000, including land and 
equipment. The other has 13 pumps and cost 
$51,000, not counting the land which Gladney 
leased 

To find station sites, Gladney relied on his life 
time knowledge of the area. When he saw a likely 
spot, he ran a traffic count, and then called in Bay 
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FATHER AND SON—How did Jim, Jr., like the deal? 
“He didn’t think much of it,” says Gladney. “But we 
discussed it. We couldn’t sit still; we had to go one 
way or the other, get larger or sell.” 


(Begins on page III) 

engineers and architects for consultation. He looks 
for a potential of at least 60,000 gallons a month 
before he even considers it. 


How Control Pays Off 


Gladney’s gross profit last year on a volume of 
$1,470,747.54 was “right at 8%.” His net, after 
taxes and administrative salaries, was $64,769.08, 
or about a 4.4% return. 

Since the end of World War II, Gladney has 
brought his business from one outmoded station 
to an estimated investment value of $300,000. 

He started as a lessee dealer in 1933, bought his 
own station two years later. His jobbership began 
in 1938, with the purchase of two 3,500-gal. trans- 
ports. His volume, when he left for Navy duty in 
1942, was about 1.25-million gal. per year. During 
the war, he sold all his properties but one station, 
which he leased out. 

In 1946 Gladney picked up where he had left 
off. His gallonage that year was 500,000 gal. By 
1948, when he took on the Bay franchise, he was 
pumping nearly 1-million gal. 

In 1951 he borrowed money from Bay, re- 
modeled his station, and built another. The first 
full year of the two-station operation, Gladney 
sold 1.3-million gal. With another Bay loan in 
1954, Gladney built a third station. In 1956 he 
used a bank loan to build a fourth. By the year’s 
end his gallonage stood at 3.1-million gal. Again 
last year bank loans helped finance his two latest 
additions. 

Gladney switched to the bank, he says, because 
it’s “good local business.” 

Separate TBA—Hi-Way Oil Co. handles little 
TBA. Gladney owns a separate TBA company, 
Pueblo Motive Service, which has a retail outlet 
in town. It serves as TBA warehouse for Hi-Way 
stations. “Practically all our TBA business is done 


at the retail store,” Gladney says. Total TBA stock 
is about $100,000. 

Gladney shows even less interest in selling com- 
mercial accounts. Out of last year’s 5.2-million 
gal. volume, barely 100,000 gal. was commercial 
sales. 

He thinks one of his strong future assets is 
his station sales crew. Managers usually begin as 
driveway salesmen. They get a flat salary and a 
commission on “the total net before taxes.” Incomes 
average about $6,500 a year, high for the area. 

All station employes are covered by life, accident, 
hospitalization and medical insurance, paid for by 
Hi-Way. They get two weeks vacation—in time or 
money—and buy products “at absolute cost.” 

Station managers hire their own help. Gladney 
says he doesn’t have to recruit workers—“each 
manager has a waiting list.” New personnel are 
trained to give fast service, three men to a car. 

The Man Himself—Gladney left his native Mis- 
sissippi in 1932, has been in the oil business in 
Pueblo since 1933. He has two sons: Jim, Jr., 
29, and Kerry, 17, who’s still in high school. 

Gladney’s a civic fireball as well as an ex-VP 
of the Colorado Petroleum Marketers Assn. He’s 
also vice president of the Pueblo Baseball Club, a 
class-A team in the Western League. Other clubs 
include Elks, Moose and Sertoma. 

Gladney believes strongly in the merits of jobber 
operation: “The jobber puts more into selling 
gasoline because he’s working for himself. 

“That’s the best deal for the supplier. The 
jobber is more ambitious than a salaried district 
manager. He has to be. He'll put in more time to 
make his business successful.” 

Suppliers and jobbers, Gladney says, should 
work closely. “Everything’s going to the big brands 

the so-called private brand is practically out of 
business. You need the assistance of a supplier. 
He provides a big lift on advertising because he 
conducts a nationwide, regional or area-wide cam- 
paign to make his brand known. That all helps.” 

The Future—Where does Jim Gladney go from 
here? “I haven’t had time to think about anything 
because this has been a big thing and has taken 
a lot of time,” he says. “It depends on inflation, 
what I'll do. Our investment club recently voted 
to sell everything, the feeling being that values 
have reached a peak. But I don’t see it myself. | 
think things will continue to go up.” 

Gladney still has a business interest. He’s a 
partner in Pueblo Motor Service, an auto parts 
and machine shop business run by Gladney’s part- 
ner, Ralph H. Simmons (‘My partner runs it and 
I get some money out of it now and then.”). 

Gladney doesn’t feel he’s quit the oil business. 
“I! think there are two routes for me if I return to 
oil marketing: “I'll go in as a private brander, with 
one station per large town, or I'll go the major- 
company route and have a big operation in a big 
town.” @ 
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FEATURING PRE-SET . CONVENIENCE FOR 


RAPID, EASY HANDLING OF ALL CARS AT RECOMMENDED PICK-UP POINTS 


Providing all of the —— accepted advantages of 
“Frame-Kontact” lifting, Globe “Continental” Hoists in- 
corporate a unitized superstructure having swivel arms and 
sliding pads. Spotting is quick, positive, easy. 

The exclusive Globe PRE-SET feature permits position 
adjustment of arms and pads for 90% of all cars on the 
road today before the car is driven over the superstructure. 
Handling of other cars, including some late U. S. models 
and foreign cars, is also facilitated by the versatility and 
simplicity of PRE-SET adjustment. Any change in adjust- 
ment is easily accomplished by the mechanic at the side of, 
not under, the car. 

Made by the pioneer manufacturer of the “Frame- 
Kontact” Hoist, Globe’s long, specialized experience has 
produced benefits and advantages which are exclusive in 
Globe “Continental” design. These include the PRE-SET ad- 
justment, the 3-position pads (patent applied for), wide 
and long reach and large free undercar working area. 

Three “Continental” models are available: single 
post semi- or full hydraulic, two post full hydraulic. 
Stroke 70”, 8000 Ibs. capacity. Maximum wide spread 
of pads: 78”; maximum reach: 87”—quick, positive 
contact to any chassis pick-up point. 


WRITE TODAY for 
illustrated folder (A- 
606) of complete 
description ar apeci- 
fications of IBE 
CON INEN AL 
HOISTS. Globe Hoist 
Co., East Mermaid 
Lane at Queen St., 
Phila, 18, Penna, 


a a GLOBE PATENTS — “Frame-Kon- 
FLAT POSITION 1%” UP, extra 4," UP, clears tact’ lifting is covered by the 
following U.S. Patents: 2458986 

clearance under battery boxes, pied 50767 
; 2593630 — 2593635 — 2612344 
mufflers, tail|jetc., for light 2612355 — 2654443. Other U.S 
pipes. trucks, and foreign pats issued and pend, 





age gg ' FREE WHEEL TYPE, AUTO ROLL-ON TYPE, AUTO TWO POST, AUTO TWO POST, TRUCK FOUR POST ELECTRIC, AUTO 


THE WORLD'S MOST COMPLETE LINE OF AUTOMOTIVE AND HEAVY-DUTY TRUCK HOISTS! 








Merchandising 





Greenwich Village 
is off-beat to start with, 
and dealer Eddie Anerio is 


right at home there... 


THE story: /n 


RICATN Pee 


540 


ais elderly station, 


M@ How to Build a Business 


GETTING A FEW CENTS OFF on a gallon of 
gasoline in Manhattan is something like finding 
an icicle in Equatorial Africa. But a genial Brook- 
lynite named Eddie Anerio is fast changing this 

at least in the western portion of Greenwich 
Village, the famous bohemian colony of Man- 
hattan. 

Almost all Village and lower Manhattan sta- 
tions presently post—and get—a firm 32.9¢ gal. 
for regular. But Anerio has boosted his gallonage 
six-fold since opening last May, by offering an 8¢ 
gal. discount to his customers. The concession 
applies not only to local residents, but to any- 
body who drives up to Anerio’s pumps. 

“I want to make all my customers feel they’re 
wanted,” he says. “And believe me, they are!” 

The actual discount is less than 8¢, because 
Anerio is posting 1.5¢ gal. higher than his com- 
petition. But 8¢ or 6.5¢ it’s still a discount and 
Village motorists love it. 


They’re also developing a cordial relationship 


with Anerio, a 33-year-old bachelor who spends 
close to 85 hours a week at the station—listening 
to classical music and eating strawberry-flavored 
yogurt when he’s not at the pumps. 

Card Trick—Anerio’s most successful discount 
gimmick was distributing thousands of yellow 3x5 
cards advertising the discount, the station ad- 
dress, and the brand of gasoline (Gulf). These 
were slipped under windshield wipers of cars 
parked throughout the Village. Anerio had no 
trouble recruiting card distributors: a small corps 
of neighborhod youngsters had already discovered 
that Anerio was pretty handy at fixing anything 
from broken bikes to cracked crab traps. 

“We got a response the very first night,” says 
Anerio, “People came in but they couldn’t believe 
it. Some thought the cards were valid only for 
the first gallon. Others thought it was only on 
presentment of the card. 


“In fact, one gal drove in with a whole batch 
of cards she’d been collecting all over the Village. 
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Topped by fabeo discount . . . Just two dollars, please’ 


In Bohemia 


I guess she figured she needed a new card each 
time she came in. 

“But this is no introductory offer gimmick. I 
intend to run this station as a discount operation 
as long as I’m here.” 


As matters now stand, Anerio will be around 
at least five years. That’s the length of his lease 
with Harmosa Oil Corp., local Gulf jobber. Har- 
mosa collects $500 a month rent, Anerio says, 
but he receives a 1¢ gal. rebate for his monthly 
gasoline sales. This is combined with a 3.1¢ work- 
ing margin, and, Anerio pockets a_ substantial 
revenue in parking income. In the crowded Vil- 
lage, he has no trouble finding tenants for his 
20-car lot at the standard rate of $20 per month. 


(“I want to get it down to 10 cars, though,” he 
adds, “otherwise there’s no room for cars to get 
in to the corner pump.”) 


No Static—If his competitors are complaining, 
Anerio says he has yet to hear about it. When a 
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Gulf man dropped in to talk to him, Anerio says, 
“I told him I had to pull this station up by its 
bootstraps and discounting is the only thing that 
would work.” 

The decision to discount wasn’t a casual one 
for Anerio. “I spent a year or so at a couple of 
other stations learning what not to do. Then | 
worked for three months with Irving Kaplan and 
learned what to do.” (Kaplan and his relatives 
operate a dozen Brooklyn Shell outlets, and are 
regarded as deans of discounting there.) 

“Most important thing I learned from Kaplan 
was to hustle. First | hook up the pump, then I 
get the windshield, and after that I ask them if 
they want me to check the hood.” 

Meanwhile, the pump is clicking off $2.52 for 
every $2 order. This combination of savings and 
service is leaving Villagers pleasantly bewildered, 
but it’s also bringing them back—particularly 
sports car fans. They get the run of the station as 
long as there’s room for them to putter around.® 





NEW! EXCITING! 


POX) ENGINEERING 


LEADERSHIP 
COMBINES WITH 
ADVANCED 
MERCHANDISING 
TO INCREASE 
IN BATTERY SALES 
AND SERVICING 





The AAA announcement that 
battery system failures have 
nudged the flat tire from its place 
as the motorist’s No. | enemy 
points to a profitable, beneficial 
sales opportunity for oil com- 
panies. 


ment engineering is geared to take 
off hand-in-hand with merchan- 


dising to produce profit-reward- | 


ing, sales-stimulating battery 
servicing equipment for your use. 

Fox engineers have a wealth of 
technical background in battery 
servicing. You can benefit from 
this knowledge. 


TYPICAL FOX ENGINEERED 

EQUIPMENT HAS INCLUDED: 

SOCONY MOBIL 

Start-O-Scope Mark IV—a new type 
battery tester that does a real selling 
job. Patent pending. 

SUN OIL 

AMERICAN OIL 

GULF OIL 

Battery chargers with “Safetronic” 
Automatic Controls that eliminate 
the need for calculations by the 
attendant. Patented. 

U.S. RUBBER 

SUN OIL 

Overall and cell Battery Powermeter 
—a complete tester. Patented. 
SOCONY MOBIL 

STATES BATTERY 

Pulse Maintainer for automatic 
maintenance of wet batteries elimi- 
nates harmful effects of continuous 
trickle. Patent pending. 

TIDEWATER OIL 

Complete line of chrome-front 
chargers with 5-year rectifiers. 
ATLAS 

Dry charge battery activating stand. 


WHERE CAN YOU START TO STEP UP YOUR 
BATTERY MERCHANDISING PROGRAM? 
GET IN TOUCH WITH 

FOX TODAY. 
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Something for the Cosmopolitan Trade 


| LOS ANGELES’ international set may like this new Tidewater station. 
And Fox research and develop- | 


It features a “Foreign Import Gift Shop” replete with exotic items from 


| around the world. 


Customers shop in air-conditioned comfort, charge their purchases on 
a company credit card and refresh themselves at a battery of vending 
machines. Hi-fi music and tropical plants lend an additional air of en- 
chantment. (The station also sells gasoline, oil and TBA.) 


Memos for Merchandising Men.. . 





e Shell Oil Co.’s Chicago division 
expects customers to have a warm 
feeling about the company this winter. 
Dealers are giving away bright plaid 
blankets with fall changeover jobs. 

The changeover package costs cus- 
tomers $9.95. That includes an oil 
change, lubrication, brake adjustment 
and wheel bearing packing. It doesn’t 
cover anti-freeze, tuneup and brake 
repair. 

Dealers pay $2.15 for the blankets 
in minimum orders of 30. The margin 
isn’t as slim as it seems: experience in 
the spring with a giveaway of picnic 
coolers showed that the average 
changeover job ran well above $9.95. 
A changeover order is an invitation 
to practice further salesmanship. / #4 

The giveaway is being advertised 
in handbills in station neighborhoods 
and in dealer ad programs. Shell 
thinks it will have no trouble giving 
away 40,000 blankets during the sea- 
son, and expects dealers to pick up a 
lot of additional business. 


© What’s different about a successful 
dealer? Socony Mobil thinks it knows. 
The company surveyed a group of 
dealers doing from 350,000 to 900,- 
000 gal. a year, with personal incomes 
ranging from $9,000 to $25,000 a 
year. Here are some of the common 
characteristics: 

They’re primarily salesmen, spend 
most of their time at the pumps. 

They don’t do chores—grease jobs, 


bookkeeping — but carefully select 
men who can. 

They pay employes better-than-av- 
erage wages. 

They have never worked for other 
successful dealers. 

Socony’s conclusion: selection and 
training of good dealer prospects can’t 
be haphazard. Experts, not salesmen, 
must run dealer recruitment and de- 
velopment programs. 


e German motorists next year can 
throw away their credit cards. A 
Munich company, Tankring e. V., has 
developed a punched plastic key to 
replace cards. The key bears the li- 
cense number of the car and a credit 
designation in coded holes. A special 
cash register is activated by the key, 
issues receipts in triplicate. One copy 
goes to a central billing office. Cus- 
tomers are billed once a month, as 
in other systems. The key system is 
reportedly foolproof: Tankring’s com- 
puter will spot any alteration in the 
hole code. 


e Fisherman fella we know was 
working a promising lake when he 
ran out of worms. Tried process 
cheese from his sandwiches, but no 
luck. Finally, desperate, tried green 
trading stamps. Caught one trout, 
seven bass and two bluegills. Story 
supposedly true, but we couldn't 
check: the wife is stingy with her 
stamps. 
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CONTAINERS 

WHERE HE 
GETS 

THE BEST 
SERVICE 


With today’s widest line of steel shipping containers and 
seven convenient plants, U.S. Steel can best service your needs 


No one can give better container serv- 
ice, No one can provide greater variety 
than U.S. Steel. The reasons are sim- 
ple: the U.S. Steel line is the most 
complete and is backed by the facili- 
ties to deliver. 

The line ranges from 2'%-gallon 
pails (lug covers or tight heads) 
through 57-gallon drums. If your prod- 
uct really needs special handling, 
there’s a full line of stainless-steel 
shipping containers, and a lining for 
any need. 

As for decoration, U.S. Steel’s mod 
ern facilities accurately reproduce 


your package design directly on the 
container. Illustrations, trademarks 
printed instructions . . . all are repro 
duced to your exact specifications, in 
the colors of your choice 

And you get punctual delivery, too 

by rail or truck. You can even time 
deliveries to coincide with vour pro- 
duction schedule for greater economy 
of inventory and handling. 

So next time you are in the market 
for steel pails and drums, why not call 
in the man from U.S. Steel? 


Plants in: Los Angeles and Alameda, Calif. * Por 
Arthur, Texas ¢ Chicago, Ill. © New Orleans, La. 
* Sharon, Pa. ¢ Camden, N. J 


United States Steel Products Division 
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Chis wide 
protection 
deliveries, is your 


extra 


A DRUM OR PAIL FOR EVERY JOB 


Illustrated above are just a few of the many 


ypes and sizes of steel shipping containers 
ailable from U.S. Steel for your product 
election, along with maximum 
implified purchasing, punctual 
from U.S. Steel at no 


harge 





Here Are the 1959 Models 


They use less gasoline, call for less premium grade. Crankcase 
capacity continues down, number of chassis lube fittings swings up. 
Compression ratios drop a little, horsepower is about the same 


FUEL ECONOMY—both in gallons and grade— 
is the trend. Practically every maker (including 
Cadillac) stresses improved miles-per-gallon. Only 
about one of three ’59 models calls for premium 
fuel, while about three of five ’58s did. Acceler- 
ating the trend, another smaller car enters the 
domestic field: Studebaker abandons its full-size 
car and strikes out with a 108-in. wheelbase mod- 


PLYMOUTH 


Primarily a face-lift. Some new optional items 
available: swivel seats, automatic rear-view mirror, 
automatic headlight dimmer. Fuel economy is em- 
phasized, regular gasoline recommended. New 
enamel is said not to need waxing for two years. 
Compression ratio: 8:1 to 10.1:1. Horsepower: 132 
to 305. Tank: 20 gal. Crankcase: 6 qt. Over-all 
length: 208 in. 


PONTIAC 

Completely restyled, up to 9 in. longer and 3.3 in. 
wider. Features new acrylic lacquer, said never to 
need waxing or polishing. A no-extra-cost option 
with Hydra-Matic cars is an 8.6:1 compression ratio 
economy engine. Other compression ratios: 10:1. 
Premium gasoline recommended. Tank: 20 gal. 
Crankcase: 6 qt. Automatic transmission: 9 qt. 
Over-all length: 214 to 221 in. 


el to capture some of American Motors’ small car 
market. Crankcase capacity slips from 5.7 qt. in 
1958 to 5.5 in 1959. Average horsepower falls 
to 245, from 259 this year. Compression ratios 
average 9.07, a decline from 1958’s 9.31. Car 
length stays the same or increases. General Motors 
joins the fin parade, Ford and Studebaker don’t. 
Average oil change interval drops to 2,951 miles. 


OLDSMOBILE 


Completely restyled, from 6.3 to 10.2 in. longer. 
Fuel economy is emphasized, said to result from 
engine modifications and use of two-stage choke. 
Acrylic lacquer, claimed never to need waxing or 
polishing, is standard. Super-premium and premium 
gasoline recommended. Compression ratio: about 
10:1. Tank: 20 gal. Crankcase: 5 qt. Horsepower: 
270 and 315. 


MERCURY 

Some styling change. Tandem windshield wiper 
blades, 4 in. longer. Optional Multi-Luber system 
lubricates chassis each time ignition key is turned. 
Regular gasoline recommended for Monterey, 
premium for others. Compression ratio: 9.6:1 and 
10:1. Horsepower: 235 to 345. Tank: 20 gal. 
Crankcase: 6 qt. Automatic transmission: 10 and 
11 gt. Over-all length: 218 to 223 in. 
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Still the 58 Edsel look, but maker says the body 
is completely new. Up to 10% greater fuel econ- 
omy is claimed by use of lower axle ratios. Econ- 
omy 6 cyl., 145 hp engine makes its debut. Regular 
gasoline recommended. Compression ratio: 8.4:1 
to 8.9:1. Horsepower: 145 to 225. Tank: 20 gal. 
Crankcase: 5 and 6 qt. Automatic transmission: 
11 qt. 


IMPERIAL 


Some new features: optional swivel seats, auto- 
matic headlight beam changer, automatic rear-view 
mirror, lighter engine by 100 Ib. Premium gasoline 
recommended. Compression ratio: 10:1. Tank: 23 
gal. Crankcase: 6 qt. Automatic transmission: 11 
qt. Rear axle: 3.5 pt. Radiator: 17 qt. Over-all 
length: 226.3 in. Tire size: 9.50x14. Lube fittings: 
8. Power steering and brakes standard. 


No radical styling departures. Maker claims im- 
proved fuel economy, a lighter and less complicated 
automatic transmission, double-life mufflers, and 
a finish never needing waxing. Regular gasoline 
recommended. Compression ratio: 8.4:1 to 8.9:1. 
Horsepower: 145, 200 and 325. Tank: ‘20 gal. 
Crankcase: 5 and 6 qt. Automatic transmission: 
about 10 qt. Over-all length: 208 in. 
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Automotive 


LINCOLN-CONTINENTAL 

Some restyling. Chrome trim is more conservative, 
following the trend. Curb weight of car is boosted 
200 Ibs. or more. Premium gasoline recommended. 
Compression ratio: 10:1. Horsepower: 345. Tank: 
22 gal. Crankcase: 6 qt. Automatic transmission: 
10.5 qt. Radiator: 26 qt. Over-all length: 227 in. 
Tire size: 9.50x14. Chassis lube fittings: 13. Rear 
axle: 4 pt. 


RAMBLER 


Fuel economy is_ stressed. Maker claims new 
carburetor will give 1.5 miles more per gal. of 
gasoline. Aluminized exhaust system for longer 
life. Self-adjusting brakes optional. Compression 
ratio: 8.7:1. Horsepower: 6 cyl., 127; V-8, 215. 
Regular gasoline recommended. Tank: 20 gal. 
Crankcase: 5 qt. Automatic transmission: 10 qt. 
Over-all length: 191% in 





STUDEBAKER 


Wheelbase of Lark series is 108 in. to compete 
with American Motors’ Rambler series. Fuel econ 
omy is the big pitch. New styling, without fins 
Regular gasoline recommended. Tank: 18 gal 
Crankcase: 6 qt. Automatic transmission: 9 qt 
Over-all length: Larks, 175 in.; Hawks, 204 in 
Compression ratio: 6 cyl., 8.3:1; V-8, 8.8:1. Horse 
power: 6 cyl., 90; V-8, 180. Partial flow oil filters 





Automotive 


DESOTO 


Some styling changes. Optional swivel front seats. 
lorsion bar suspension in front is standard. Pre- 
mium gasoline recommended. Compression ratio: 
about 10:1. Horsepower: 290 to 325. Tank: 20 and 
23 gal. Crankcase: 6 qt. Automatic transmission: 
11 qt. Radiator: 17 yt. Over-all length: 216 to 
221 in. Rear suspension air leveling device is 
optional. 


DODGE 

Basically a face-lift. Swivel front seats optional. 
New “care-free” paint is said to need no waxing or 
polishing for two years under normal conditions. 
Forsion bar front end suspension remains standard. 
Regular gasoline recommended for Coronet, pre- 
mium for Royals, Tank: 20 gal. Crankcase: 6 qt. 
Horsepower: Coronet 6, 135; Coronet V-8, 255; 
Royals, 295 to 305 


” CHRYSLER 

Basically a face-lift. Biggest new feature: opera- 
tional swivel front seats (turn 40 degrees). Prem- 
ium gasoline recommended. Compression ratio: 
about 10:1. Tank: 23 gal. Crankcase: 6 qt. Auto- 
matic transmission: 11 qt. Rear axle: 3.5 pt. 
Radiator: 17 qt. Over-all length: Windsor, 217 in.; 
others about 221 in. Chassis lube fittings: 8. Air 
suspension optional on all models. 


CHEVROLET 

Completely restyled, featuring gull-like fins. Acrylic 
lacquer, said never to need waxing or polishing, is 
standard. Little mechanical change. Transmission 
fluid never needs changing. Maker says 6 cyl. gives 
up to 10% more mileage. Regular gasoline recom- 
mended. Tank: 20 gal. Crankcase: 6 cyl., 6 qt.; 
V-8, 5 qt. Over-all length: 211 in. Tire size: 
7.50x14. Radiator: 17 qt. 


CADILLAC 

Still identifiable as a Cadillac, but with added fin 
emphasis. Acrylic lacquer, said never to need wax- 
ing or polishing, is standard on all series. Maker 
says engine will give 10% greater fuel economy. 
Compression ratio: 10.5:1. Horsepower: 325 to 
345. Premium gasoline recommended. Tank: 21 
gal. Crankcase: 6 qt. Automatic transmission: 11 
qt. Air suspension standard on Eldorado. 


BUICK 


Completely restyled, with gull-like fins. Three 
series available in ’59: LeSabre, Invicta and 
Electra. Acrylic lacquer, said never to need wax- 
ing or polishing, is standard. Compression ratio: 
10.5:1. Horsepower: LeSabre 250, others 325. Pre- 
mium gasoline recommended. Tank: 20 gal. Crank- 
case: 4.5 qt. Automatic transmission: 12 qt. 
Radiator: 19 qt. Over-all length: 217 to 221 in. 
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Handle all’59 makes 
on Rotary F'P-11 Lift 






Here’s more proof of Rotary’s lead- 
ership in auto lift design and manu- 
facturing. Long before 1959 model 
cars were unveiled Rotary had 
checked frame specifications and was 
able to assure petroleum marketing 
executives that Rotary’s FP-11 Frame 
Lift would handle all makes. This 
fast, safe, economical lift has the 
right combination of superstructure 
design and pick-up arm range to 
make it the most versatile of all 
frame pick-up lifts. Specify the 
Rotary FP-11 Frame Lift for all new 
























. : “ab CHEVROLET’S EXCITING 
stations and lift replacements. It’s the most profitable 1959 IMPALA SPORT SEDAN 


lift you can buy for lubrication and mechanical work. 






shown here on the 


ROTARY FP-11 Frame Lift 


¢ No new adapters needed 






* No problems of pick-up arm spotting 
or reach 






FP-11 handles big and small cars 







¢ Extra-strong superstructure and 
pick-up arm construction 






Bigger Pick-Up Range — Dotted lines show area in 
which new, fast FP-11 Frame Lift pick-up arms can be 
positioned. Sliding, swiveling arms can be brought to 
within 3” of each other inboard or set 71” apart out- 
board. Fore-and-aft range is a big 87”. Easy to position! 


FP-11 Frame Lift 


et Product of ROTARY LIFT COMPANY, Division of Dover Corporation, Memphis, Tenn., Chatham, Ontario. 


® 





¢ Ideal lift for minor mechanical repairs 
as well as lube work 




























First name in oil-hydraulic auto lifts—passenger and 








freight elevators—industrial lifting devices. 





November, 1958 + NATIONAL PETROLEUM NEWS 





JOBBER DICK MEYER built his new tanker terminal at a former molasses storage plant on the Hudson River 


How a Jobber Built a Tanker 


AN EMPTY MOLASSES STORAGE PLANT 
helped start Mid-Hudson Oil Co. in the tanker 
terminal business. 

The plant stood at Roseton, N. Y., on the chan- 
nel (western) side of the Hudson River, while the 
Esso heating oil jobbership’s barge terminal stood 
on the other bank in Poughkeepsie, N. Y. 

Mid-Hudson needed additional storage and leased 
the molasses terminal. The plant was barge-sup- 
plied then, but with a little imagination you could 
see a dock reaching out into the channel, That was 
two years ago. 

Now, $300,000 later, Mid-Hudson Oil Co. has 
a tanker terminal with a 6.5-million gal. storage, 
and room enough for another 6-million gal. stor- 
age on the same tract. Besides, the company’s in a 
good position to expand even more. 

The new terminal is expected to pay out in 
three to five years, says Vince Amato, secretary of 
the company. The period depends on whether the 
differential between barge lots and tanker lots goes 
up or down. 


How the Old Plant Was Converted 

During the two years Mid-Hudson leased the 
Roseton plant, company officials studied the pos- 
sibilities of tanker terminal operation. 


They decided the installation could be converted 
from barge to tanker operation easily. “The deep- 
water channel to Albany is on that side of the 
river,” Amato says. By extending the barge dock 
60 feet, the company could handle tankers. 

“We could have built a tanker terminal on the 
east bank, but it would have been too expensive to 
dredge a tanker-depth channel to that side. It 
would also cost a lot of money keeping silt out 
of that channel afterward,” Amato adds. 

Building the Dock—Mid-Hudson extended the 
dock 60 ft. to get the 36-40-ft. depth tankers need. 
It also extended the dock along the river so that 
T-2 tankers and larger vessels (up to 26,000 dwt 
tons) could tie up safely. 

Dockwork cost Mid-Hudson about $100,000; it 
was laid out by Roy Henwood Associates of 
Hoboken. The extended dock now has a 20x50-ft. 
tee-shaped head, with wooden planking extending 
to 20x20-ft. bow and stern dolphins, which are 
about 300 ft. apart. Two bow and two stern moor- 
ing cables are securely anchored to bollards sunk 
in the water. Inshore ends of the mooring cables 
are looped and shackled to chain linkage; the chains 
are shackled to 14-in. I-beams driven 40 ft. into 
the river bed. 

Tankage—Two 1-million gal. tanks and one 
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Bulk Plants and Terminals 





NEW DOCK handles tankers up to 26,000 dwt. The terminal is expected to pay out in three to five years 


erminal for $300,000 


500,000-gal. tank were in the center of the molasses 
plant tract. To make room for more storage and 
for loading-rack facilities at some future date, Mid- 
Hudson moved the tanks to the rear of the 
property. 


“We had bulldozers build an earthen dike about 
five to six feet high. Then we pumped river water 
in behind the dikes until we had about 18 inches 
of water. At that point we could float the tanks 
to new locations,” Amato says. 


In order to take a tanker load, Mid-Hudson spent 
about $90,000 to build a 4-million-gal. tank. 
Thinking about the No. 6 oil market in the New- 
burgh area, Mid-Hudson installed Brown Fintube 
heating coils in the tank during construction, even 
though it now holds No. 2 oil. 

“We figured it would be easier to put in heat- 
ing coils now,” Amato says. “Later we'd have to 
shut down the tank and clean it out before we put 
in the coils.” 

Piping—Relocating tanks made it necessary to 
relocate the piping. The molasses plant had a 
10-in. piping system, which Mid-Hudson con- 
tinues to use with certain modifications. All right- 
angle elbows are eliminated. There’s nothing great- 
er than a 45° angle in any of the piping; all piping 
is welded. Valves on the tanks were in good work- 
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FLEXIBLE eight-foot steel hose prevents sprung and leaky 
pipe connections in case storage tanks should settle 


ing order, so Mid-Hudson is still using them 

Loading—One pipe is used both to unload tank 
ers and to load barges, with an input bypass 
around the Gilbert & Barker pump. 


A 50-hp Westinghouse motor will be used oc 
casionally to load barges. “We think we'll be able 
to load barges by gravity most of the time at about 
2,000 gpm,” says Amato. When the static head in 
the tank gets low, the pump and motor will be put 
into action. 


If any of Mid-Hudson’s tanks settle, the pipe 
connections can’t be sprung, can’t leak: at each 


tank there’s an ecight-ft. section of Flexonic 





Bulk Plants and Terminals 





EXPANSION OUTLOOK: 
“We think we can hit inland industries as far 
west as Binghamton (130 miles) by offering 
them a new pickup point,” says Mid-Hudson’s 


Vince Amato 


(Begins on page 124) 


flexible steel hose to take up the strain. (See pic- 
ture on previous page). 

Flexible connections will also take up shut-off 
shock: there are shorter sections of the flexible hose 
at the pump and at the by-pass around the pump. 


Why Mid-Hudson Built the Terminal 


Jobber Richmond F. Meyer, president of Mid- 
Hudson, saw three good reasons to build a tanker 
terminal: 

e The company was growing and needed more 
No. 2 oil storage. 

e It wanted to move into an untapped No. 6 
oil market nearby. 

e Looking ahead, it saw the day coming when 
it might want to become an oil wholesaler. 

Mid-Hudson’s barge plant at its home-office site 
on the east shore of the Hudson has a capacity of 
11-million gal. “Most of it,” Amato says, “is for 
No. 2 oil, but we also store kerosine, No. 4 and 
No. 6 oil.” The land there is pretty well taken up 
with tanks. 

Fourteen miles separate Mid-Hudson’s loading 
racks at Poughkeepsie and its Roseton terminal. 
The company will transport product across the 
river in barges. But instead of calling up barges 
from New York Harbor to handle this short-haul 
job, Mid-Hudson will use barges returning empty 
downriver after delivering product to storage tanks 
along the New York State Canal System or along 
the Hudson River north of Poughkeepsie. “It'll 
be cheaper that way,” Amato says. 

Heating Oil Market—Mid-Hudson has more 
than 5,000 heating oil accounts and looks forward 
to at least 300 new accounts net each year. It’s 
been selling itself to the Poughkeepsie home- 
owners for more than 22 years. 

The new terminal gives Mid-Hudson another 
selling point in its newspaper and radio advertising. 
“We're telling oil heat users the new terminal 
brings oil one step closer to our customers,” 
Amato explains. Using tankers, Mid-Hudson can 
bring oil to Roseton direct from Esso refineries. 

Mid-Hudson could—but doesn’t—say that the 
terminal ensures a sufficient supply for all ac- 
counts; that because oil comes directly from the 
refinery, there is less chance of product contam- 


ination; that there is less chance for tank cor- 
rosion. 

“All these things,” Amato says, “tend to be 
negative in approach, because they can raise 
doubts about supply or cleanliness of product in 
the oil users’ minds. When that happens, they begin 
to think of gas heat.” 

Residual Market—All tanker terminal storage is 
used for No. 2 oil at present, but that may not 
be the case for long. In swinging to tanker terminal 
operation, Mid-Hudson surveyed the Newburgh- 
Orange County area. “We see a great potential for 
us there,” says Amato. That potential is a No. 6 
oil market. 

The area has such heavy-oil users as Jova Brick 
Works, American Felt Co., DuPont, National Gyp- 
sum, Cornwall Paper Co., and West Point Military 
Academy. 

A proposed bridge over the Hudson between 
Newburgh and Beacon will bring Mid-Hudson 
closer to industrial oil users in the Beacon area. 

Right now Mid-Hudson has the only tanker 
terminal in the Newburgh area that could be con- 
verted into No. 6 oil without too much trouble. 
While several majors have terminals in the same 
area, most are barge plants. 

Currently No. 6 oil is hauled into the Newburgh 
market from Kingston, about 18 miles to the north, 
and from Haverstraw, about 28 miles to the south. 

Mid-Hudson thinks that by being a local supplier 
of No. 6, and backing up that supply with the 
type of service it gives to heavy-oil users in the 
Poughkeepsie area, it will have little trouble getting 
a good foothold in this new market. 

Wholesale Potential—The terminal, Amato 
thinks, can also put Mid-Hudson into wholesal- 
ing and throughputting. “We think we can hit in- 
land industries as far west as Binghamton (130 
miles) by offering them a new pickup point,” he 
says. Along the same lines, Mid-Hudson’s terminal 
could be a pick-up point for inland jobbers. 

But wholesaling and throughputting are for the 
future. Mid-Hudson has no immediate plans in 
that direction. 

Engineering—A good deal of the engineering 
of the terminal was done at the drawing board 
by jobber Dick Meyer himself. He’s a civil engi- 
neer by profession. It was his idea to relocate the 
tanks, revamp the piping system, and install the 
flexible couplings. » 
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profitable deliveries assured 
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MODEL 500B—1200 gallon, custom- 
built, 5 compartment (400-300-200- 
200-100) truck tank featuring double 
bulkheads, 44” bucket box with door 
on both sides. Designed for combina- 
tion gasoline and fuel oil deliveries. 


unth 1 


FLAMMABLE 


TRUCK TANKS 


EQUIPMENT: 2, 3-gallon A. E. tanks, 2, 2 
line strainers, 2 PROGRESS 125’ hose reels in 


bucket box: one for curb side, one for street 


More and more PROGRESS truck tank owners are on 
the move ... UP! Advanced, functional design and PRO- 


« 
i 
} 
i ‘veri tie 2” Rope 
GRESS built-in dependability add up to prompt, efficient SEG SN, 5 AI Cae s, 2" epee 
| 
i 
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! 


‘ ; le behi b. 
delivery service ... and PROFIT! PS EN nee oe 


All PROGRESS truck tanks are feature-fashioned to indi- 
vidual customer requirements to assure economical handling 
of gasoline or fuel oil delivery operations. 
Tell your nearest PROGRESS representative what your needs 
are and let PROGRESS help you move your profits . . . UP! 
MANUFACTURING CO., INC. 


ARTHUR, ILLINOIS 


remember. oe if it’s liquid, the re "Q (f PR MGRESS fy) fs tive to fat You 
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Transportation 





How New Pipelines Will Affect Ohio 


e@ Some majors will gain 
increased efficiency 


e@ Other marketers will 
invade from outside 


NEW PRODUCT LINES from re- 
fineries in the East, Gulf and Mid- 
continent (see map at right) are chang- 
ing the marketing picture in Ohio. 

e Four majors Socony Mobil, 
Texaco, Gulf and Sinclair—will use 
the new lines to cut distribution costs 
and increase efficiency. 

e Others Phillips, Cosden, 
American Petrofina—will use them 
to tap new markets. And Continental 
has an option to use one of the lines. 

These developments could affect 
Ohio’s relatively stable prices, al- 
though earlier pipelines didn’t. The 
price structure, of course, is one of 
the most attractive facets of Ohio’s 
3,1-billion-gal.-a-year gasoline market 

Standard of Ohio will feel some 
competitive pressure, but it’s unlikely 
to lose its No. 1 position in the mar- 
ket. Reason: Sohio serves about 4,100 
of the state’s 8,700-plus stations. 

Here’s what the competition is do- 
ing, however: 

Socony Mobil—Using 986 miles of 
Little Inch line to bring 45-million 
gal. a year into southwestern Ohio. 
Source is subsidiary Magnolia Petro- 
leum Co.’s Beaumont refinery. The 
company says this is cheaper than 
barging gasoline and heating oil from 
East St. Louis to river terminals in 
Cincinnati. A new 120,000-bbl. term- 
inal has been built by Socony at Leb- 
anon, Ohio. This ends all exchange 
agreements and throughput deals, and 
cuts hauling from terminals to plant. 
It also broadens Socony’s distribution 
area and allows more promotional 
emphasis on brand quality, says the 
company. 

Gulf and Texaco—Will use 440- 
mile Laurel line to supply northeast- 
ern Ohio from Philadelphia refineries. 
Line starts pumping about Jan. 1. 
Both companies now use existing lines 
to ship as far west as Pittsburgh; the 
new line will end at Cleveland, where 
both companies have terminals. At 
Cleveland, Gulf may be able to cut 
down or end barging from its Toledo 
refinery. Texaco’s terminal there will 
no longer have to rely solely on prod- 
uct from its Lockport, Ill, refinery. 
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Both majors will be able to serve 
northeastern Ohio’ without — using 
trucks from Cleveland and Pittsburgh, 
as they presently do. Gulf will have 
a 140,000-bbI. terminal at Atwater 
Center; Texaco will have 73,000 bbl. 
storage at Youngstown. 
Sinclair—Will use Laurel line to 
augment shipments over its own 19,- 
000-b/d line from Marcus Hook, Pa. 
now inadequate for Sinclair’s vol- 
ume. This line parallels the Laurel 
line most of the way; Sinclair is add- 
ing storage at seven Pennsylvania 
terminals on the line. 
Phillips—Using Little Inch from 
gathering point in Sweeny, Tex., to 
ship gasoline, heating oil and LP-gas 
into southwestern Ohio. Has signed 
Davis Oil Co., Dayton jobber, to start 
handling products Dec. 1 (see page 
19). Negotiations are going on with 
Cincinnati and Columbus jobbers. 
Phillips is leasing 300,000 bbl. storage 
and loading facilities at Texas Eastern 
Transmission’s Little Inch terminal at 
Lebanon. It’s also leasing 100,000 bbl. 
of LPG cavern storage at the Tod- 
hunter terminal west of Lebanon. 
It’s no secret that Phillips is eying 
the East Coast market. The Little Inch 


NATIONAI 


line puts the company in position to 
invade from the west—and Texas 
Eastern is known to be negotiating for 
rights of way across Pennsylvania into 
the Linden, N.J., refining area. 

Cosden—Will use its new 47-mile 
line from Wichita Falls, Tex., to 
Duncan, Okla., to reach three other 
systems: Oklahoma-Mississippi River, 
Great Lakes and Little Inch, starting 
the middle of this month. Cosden 
plans to ship 150,000 bbl. a month 
after the first year, with 50% going 
to Ohio and Indiana. The company 
will sell unbranded, but wouldn’t turn 
down branded representation. If the 
Oklahoma-Mississippi line is convert- 
ed to handle LPG, Cosden will ship 
that to Ohio, too. 

Petrofina—Plans to use the new 
Cosden line and existing lines into 
Ohio to ship about 40,000 bbl. of 
product a month from its Wichita 
Falls refinery. 

Continental—Could enter Ohio by 
exercising its option on Cosden’s line. 
And if Texas Eastern should extend 
the Little Inch to the Jersey area, 
the door would be open for Conoco 
to take another crack at the Eastern 
market. ® 
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Built STRONGER 
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Model 54T 


of 


LIGIER 


GREAT DANE ALUMINUM PETROLEUM TANKERS 





BUILT STRONGER: The Great Dane Model 54T is as strong as they come, 
anyway you look at it. Starting at the bottom, all strains of pulling, all 
>~—| weight of the tire carrier, 5th wheel and the landing gear stress are 

placed on the frame, leaving the tank free from unnecessary strain. Extra 
ceeaaiinaidaaa thickness is provided in the bottom shell plates of the tank for additional 
safety and strength. “In-line” construction methods provide for all compo- 
nents to share in carrying the load: the new, wider safety catwalk, the 
stiffners, baffles, sub-frame, all make this unit stronger. Extra long internal 
longitudinal stringers extend from the rear to ahead of the running gear, 
from the front to behind the upper 5th wheel plate. Deep dished baffles 


and bulkheads made this all aluminum unit even safer and stronger. 


BUILT LIGHTER: Both the tank shell and the sub-frame are constructed 
of aluminum for lighter weight without strength loss. Its minimum weight, 
maximum strength design gives you more payload, higher hauling profits. 
The upper 5th wheel plate is adjustable to provide almost unlimited set- 
tings to satisfy varying distribution requirements. The Great Dane alum- 
inum petroleum tanker is built to customer specifications. Get the Great 
Dane man in to talk over your special requirements. You'll find the Model 
54T offers you more sound, money-making benefits than any other 


petroleum carrier on the road. 


GREAT DANE TRAILERS 


SAVANNAH, GEORGIA 
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Get 


Wheaton jqui 
‘precision 


TERMINAL 
EQUI PMENT 


Wheaton 
LOADING 
VALVES 


beet liquid handling equipment will 

give you tighter connections... reduce 
vapor loss . . . operate with less mainte- 
nance cost . . . longer life—if it is en- 
gineered and manufactured by Wheaton. 
Over 65 years of experience have gone 
into the development—and continuing 
improvement—of Wheaton Fittings. This 
is the basis of Wheaton quality—and the 
reason why so many oil and chemical 
companies standardize on Wheaton. 
Send today for new catalog which de- 
scribes the complete line of Wheaton 


STORAGE 
TANK 
EQUIPMENT 


Wheaton 


Fittings, many of which have advanced 


features that can save money for you. WATER DRAIN VALVES 


TRUCK TANK La key ip 
——— | me ee 


VALVES 


Wheaton 
LOADING 
ASSEMBLIES 


Wheaton 
AUTOMATIC 
TANK GAUGES 














pwr 


Wheaton 
SLIDING TUBES AND a 

SPOUTS Wheaton 
Wheaten“ EMERGENCY VALVES 


MULTIPLE VALVES 


Wheaton 


SWING JOINTS Wheaton 


GAUGE HATCHES 


Wheaton 
MID-POINT 
THERMOMETERS 


Wheaton 


DOUBLE STEEL 
SWING JOINTS 
(THREADED) 


Wheaton products are manufactured in brass, aluminum, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 
WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Wheaton 
TRUCK TANK 
FAUCETS 


Wheaton 
STEEL SWING JOINTS 
(FLANGED) 


Wheaton «.&.: 


EMERGENCY VALVE 
OPERATORS 


Wheaton 
EXTERNAL VALVES 








Foreign Manufacturers 


Emco Limited, London, Ontario, Canada + Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Worthington Corporation, Rio De Janeiro, Brazil, S.A. 


“tatmn» Uheaton 


the best by every standard 
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te Cuter MEDALIS 


The clean, uncluttered lines of Bowser’s Medalist compliment the long, 
low look of modern automotive and station styling. 


SALES AND 
SERVICE OFFICES 


Albany 
Atlanta 


Bowser’s functional advantages are unexcelled: 


Wide-angle dial visibility. Time-saving control panel. Boston 
Buffalo 
Reflectorized slant-dial lighting. Stainless steel scuff plate. Chicago 
Cleveland 
Easy-action, inside hose retriever. Improved Xacto meter. Dalios 
Detroit 
Vibration-dampened motor-pump mounting. Dependable! Fort Wayne 
Houston 
Kansas City 
Los Angeles 
Milwaukee 
Minneapolis 
New Orleans 
MARKETING DIVISION, FORT WAYNE, INDIANA New York 
Philadelphia 
Pittsburgh 
St. Louis 
San Francisco 
Seattle 


Write for NEW FULL LINE PUMP FOLDER Tulsa 
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won’t power today’s cars 


Your modern car is a high-precision machine— made possible by high-precision 
gasoline. Especially refined and formulated for high-compression engines, it is 
this gasoline that gives today’s car its smooth, knock-free power. 


Extremely important in the vast strides made in gasoline refining are the services 
furnished the petroleum industry by Universal. 


Development of increasingly effective processes and products for producing 
cleaner-burning, high octane gasoline . . . training of refinery personnel . . . 
comprehensive field and laboratory service to help the refiner achieve peak 
operating efficiency and product quality . . . these are among the 

services rendered by UOP to petroleum refiners the free world over. 


It is through services like these that today’s gasoline and today’s cars have 
reached their high standards of performance. 


UNIVERSAL 
OIL PRODUCTS 


© SLR A ONE REM le tiga ar 
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DEDICATED TO QUALITY AND SERVICE 


ECONOMY, plus 
EFFICIENCY! 


Low initial cost, plus low maintenance 
cost, plus maximum efficiency. Jet-a 
wrap-around lenses light pumps, islands, 
building fronts and fringe areas . . . bril- 
liantly . . . inexpensively! 


Designed to accommodate ALL eet 
types of fluorescent lamps, SLIM. NE, 
HI-OUTPUT, POWER GROOVE, VHO 
and SHO for ISLAND and AREA light- 
ing. Name the output you want and we'll 
supply it! Available in single 4’, 6’ and 
8’ units and in longer lengths of 10’ or 
more in 2’ increments. 


HANDSOME 
APPEARANCE! 


Functional swept-wing, wrap-around design 
with the look of the Rie. combined with 
WHITEWAY’S famous time and weather 
resistant aluminum construction, make 


JET-LUME the buy of the year. Get the 
COMPLETE story, NOW! 


DEDICATED TO QUALITY AND SERVICE 








MANUFACTURING COMPANY 


1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 


















SERIES JL 





ST CUENGINEERED 


aii POPULAR 
TYPE of 


In spite of its low initial cost, WHITEWAY’S smart new 
JET-LUME incorporates many of the fine features the 
petroleum industry expects fom EVERY WHITEWAY 


fixture. 


Its advanced swept-wing design bespeaks the future. 
And its sound, sturdy construction assures you of out- 
standing performance thruout the years to come. 


JET-LUME is designed to use ALL popular types of 
fluorescent lamps. Its handsome new -wrap-around lenses 
light new style pumps, islands, building fronts and fringe 
areas with unequaled efficiency. Time resistant, weather- 
proof aluminum construction keeps maintenance costs low. 


JET-LUME, the advanced new ECONOMY light for 
the fast-moving jet age of tomorrow is here today! Write 
for complete details and prices, NOW! 


LIGHTS PUMPS, ISLANDS, BUILDING 
2~_ FRONTS and FRINGE 
SSA AREAS! 



























































Ano 
{| ell 
sy a | _H oa 


DISTRIBUTED IN ALL MAJOR CITIES 


MEXICO & CUBA 


GENERAL OFFICES: Cincinnati 23, Ohio, Phone KI 1-3486. 
Cuts A, Soleres ond Co, Conte Os, 208, Havens, 


MEXICO’ Servi i Sapo! Co., Inc., 810 N. Stanton St., El Paso, 
: oervice \ op , 
Texas, Phone Fad 3-1501, 
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Oronite Chemical Company’s rapid growth as a major additive supplier is due to continuous and 
intensive research to provide new and better additive products that are needed today to fulfill the 


increased demands placed on motor oils by today’s more powerful gasoline engines. 





NEW CONCEPT— 
Oronite “60” Series Additives 


mers or use in your own gasoline driven equipment, motor 


The modern high-compression gasoline engine is very 
sensitive to wear and deposits, particularly when operat- 
ing at low temperatures and also because of poorer com- 
bustion from “stop-and-start” driving. Today's conven- 
tionally compounded motor oils do not control deposits 
and wear in the later-model engines. These new factors 
clearly indicated the necessity for a new type oil additive 
which would reduce deposits under light load conditions 
without adding to knock or preignition combustion cham- 
ber deposits. 

New Oronite “60” Series lube oil additives were specifi- 
cally designed to meet the precise requirements of the 
modern automobile engine and everyday “stop-and-go” 
driving service. Behind the development of “60” Series 
additives was a multi-million dollar research program 
involving years of laboratory work and six million miles 
of field testing. 

Compounding with Oronite “60” Series additives you will 
have “years ahead” motor oils that out-date, out perform 
anything now on the market. You can provide your custo- 


oils that are truly designed for the equipment -oils that 
will provide better engine protection, reduce engine wear 
minimize engine deposits and ring clogging, offer better 
protection against corrosive wear, and oil screen clogging. 


Longer engine life is assured. 


New Oronite “60” Series additives incorporate an ashless 
detergent component that virtually eliminates oil ring clog 
ging. reduces cylinder and ring wear to a very minimum. 
The result is a marked improvement in engine life and 


service under all types of operating conditions. 


Oronite “60” Series additives can provide you an impor 
tant “first” in marketing a superior compounded motor 
oil for the present and future—-in compounding single, 


dual or multi-graded oils of outstanding performance. 


Get the complete story on new “60” Series lube oil addi 
tives. Contact the Oronite office nearest you or write for 
technical bulletin giving complete proof of “60” Series’ 


capabilities. 


ORONITE CHEMICAL COMPANY 


A CALIFORNIA CHEMICAL COMPANY SUBSIDIARY 
® EXECUTIVE OFFICES « 200 Bush Street, San Francisco 20, California 


SALES OFFICES « New York, Boston, Wilmington, Chicago, Cincinnati, Cleveland, Houston, 
Tulsa, Los Angeles, San Francisco, Seattle 


Foreign Affiliate: California Chemical International, Inc., San Francisco, Geneva, Panama 
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USE THIS © 
PROMOTE SALES 
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“MOLY” CHASSIS GREASE OFFERS MOTORISTS 
NEW, EASY-T0-UNDERSTAND BENEFITS 


Standard Oil (Kentucky) promotes “Moly” grease 
to win new customers, build station traffic 


Perhaps you already have a “Moly” 
grease for your industrial customers and 
fleet owners. 

Then why not a “Moly” chassis grease 
for motorists? Why not use the benefits 


of Molysulfide‘™™.) to win service sta- LAST MILE ON LUBE JOB SMOOTH AS FIRST 

tion customer attention for your entire we om NEW KIND OF CHASSIS GREASE | 
line and build additional volume for your hag INTRODUCED HERE 
dealers? hits cites eens. 


“Moly” grease can help your stations 
sell more grease jobs... more gas...more 
motor oil... more TBA. Because ‘‘Moly” 
grease is a natural for dealer promotion. 
Its benefits are tangible—the customer 
can actually feel the difference in the way 
his car handles—and these benefits are 
easy to explain and dramatize. 

Molysulfide additive is the first major 
improvement in chassis greases in many 
years. To the motorist, ‘“Moly” grease is 
news! This is another reason why it’s 


easy to promote — much easier, for exam- | 
ple, than improvements in gasoline which 

have followed each other with such regu- | 
larity that it’s becoming harder all the g 


time to make a strong impression on car 
owners. This is how... 







ee ee 


Standard Oil (Kentucky) ‘ 


is promoting “Moly” grease 


This summer, Standard of Kentucky launched a full-scale 
promotion of “Moly” grease in its five-state marketing 
area. Full-page newspaper ads told motorists in key 
cities about the benefits of ““Moly” grease, dramatically 
showed them how Molysulfide fully protects grease lubri- 
cated parts from one grease job to the next. 


“Day-glo” posters on station A-boards and in the 
lubritorium added emphasis to the theme. On the steer- 
ing wheel of each car greased went a hang-tag that 
recapped for the motorist the extra value in a “Moly” 
grease job. Radio scripts and direct mail suggestions 
were made available to dealers. Preceding the cam- 


paign, an informative feature article on “Moly” grease 
appeared in Standard’s dealer house organ. A powerful 
and effective publicity campaign supported this program 
Make “Moly” Grease Your Key to More Sales 
The technical and marketing people at Climax would like 
to tell their opposite numbers in your organization how 
Molysulfide additive can build profitable volume for your 
line. You can set the date right now with a phone call to 
E. E. Smith, Manager of Lubricant Sales Development 
(LOngacre 4-2740), Climax Molybdenum Company, a 
Division of American Metal Climax, Inc., 500 Fifth 
Avenue, New York 36, N. Y. 


CLIMAX MOLYBDENUM 
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NOW IS THE TIME FOR 

oil marketing equipment and TBA 
ADVERTISERS WHO MISSED 

the 1958-59 NPN FACTBOOK issue 


TO TAKE STEPS 
(make notes, write memos, 


: 


telephone, advise agency, do something) 
; TO SEE 
THAT IT DOESN’T HAPPEN AGAIN 


, The 5th annual National Petroleum News 


FACTBOOK issue to be published in mid-May 1959 


| closes for advertising April 15th, 1959. 

‘ Be sure it’s on your 1959 advertising schedule now. 

' The subscribers to the monthly National Petroleum News and its annual FACTBOOK 

4 issue are the oil marketing management men in the major oil companies and the 

' independent oil jobbers. These are the men responsible for the purchase and mainte- 

? nance of practically all facilities and equipment required for the storage, transportation 
and merchandising of petroleum products. They are also the men who buy the tires, 

‘ batteries, accessories and other products sold through service stations. These buying 

4 managers of America’s gigantic oil marketing industry keep and use the NPN FACT- 

j BOOK issue the year-round because it is, in itself, the most complete oil marketing 

. management reference library in existence. Be sure the next issue refers them to your 

¥ products every time they use it the year-round. 

; Put it on your 1959 advertising schedule now. 

: 

F 


SRILA LOD NR 
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first jet airliner! Engines on this giant airliner con- 
sume large quantities of fuel which must be finely 








—America’s filtered to assure proper operation of engine fuel 


In 
today’s cars, oil surges through the 
engine at 4 gallons a minute. . . and 


air zooms through the carburetor at 
the rate of 9000 gallons for every gallon 
of gas! Both oil and air must be fully 
cleaned by filters built precisely to 
the design of each car model. More 
automotive manufacturers choose 
FRAM as original equipment than 
any other filter! 


More 


people know about filters today than 


ever before! Among the millions of 


car owners who know car filters b) 
brand name—more rank FRAM first 
for quality than any other filter ! 
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controls and injection nozzles. FRAM filters are first 
choice for the job! 


DON’T LOSE THE EXTRA PROFITS 
that this leading filter can give you! 
Sales records prove that when you add 
FRAM to your line your total filter sales 
go up as much as 30%! Why? Because 
customers like to replace their filter 
cartridges with the brand they know and 
recognize as best. And FRAM is guar- 
anteed ... it’s as simple as that. 


FRAM CORPORATION, 
PROVIDENCE, RHODE ISLAND 





FRAM 


O/L AIR FUEL WATER 


FILTERS 
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PETROLEUM 
SALES MANAGERS 


WHO DESIRE TO INCREASE DEALER 
SALES AND PROFITS WITH A COM- 
PLETE FLEXIBLE PROGRAM FEATUR- 
ING THE GENERAL TIRE AND A 
STAR-STUDDED LINE-UP OF TUBES, 
BATTERIES AND ACCESSORIES! PRO- 
GRAM COFFERS FULL ADVERTISING, 
MARKETING, MERCHANDISING 
AND SALES TRAINING HELPS IN 
ADDITION TO A BRAND NEW 
PHILOSOPHY OF SELLING. FOR 
FULL DETAILS ON GENERAL’S FULL 
TBA LINE WRITE IN CONFIDENCE 
TODAY TO: 





L. L. HIGBEE, TRADE SALES MANAGER. 


THE GENERAL TIRE & RUBBER COMPANY 
Akron, Ohio 
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DU PONT Genéali NTEW'S 


Number 92 in a Series of Bulletins for the Petroleum Industry NOVEMBER 1958 





Progress report 
“rumble” and “thud” studies 


Five years ago, researchers in the DuPont Petroleum Laboratory iso- 
FOA-2 makes costly lated a new phenomenon in the performance of high compression ratio 
e 
tank cleaning unnecessary engines. They called it “rumble.” 


Recently another case history of dollars 
saved through fuel oil improvement 
came to DuPont: No. 6 residual fuel 
was being burned at a factory in up 
state New York. This plant uses about 
3 million gallons of fuel per year. It is 
first delivered to a 300,000-gallon stor 
age tank and then transferred to a 
17,000-gallon horizontal work tank. 


Sludge build-up meant 
costly clean-outs 


Sludge was playing havoc with the 
work tank, largely because the inlet 
and outlet connections were located at 
its head end, and sludge built up rap 
idly at the far end. When it reached a 
depth of several feet, it threatened to 
interfere with suction pipe operation. 
So every few months it was necessary 
to open the tank, and send a work crew 
inside to remove the accumulation 
manually. A “messy,” time-consuming 
and costly job. 


How FOA-2 solved the problem 


Last February about 10-15 gallons of 
DuPont Fuel Oil Additive No. 2 was 
poured into this tank, in the hope 
that it would stabilize the fuel and re 


duce sludging, thus extending the time | 
between clean-outs. After the fuel in | THE CHASSIS DYNAMOMETER setup at the DuPont Petroleum Laboratory is helpful to Du Pont en 
gineers in pinpointing the causes and effects of rumble and thud in high-compression ratio engine 





the tank had been consumed in the 

normal manner, it was quickly discov 

ered that virtually no sludge remained. “Rumble,” a low-pitched noise 

The additive had solubilized and dis- | duced in engines of about 9.5 Now —"'Thud””’ 

persed the sludge, and stabilized the higher compression ratio, is usually no Another low-pitched noise has 

fuel. Therefore the plant promptly ticeable on hills or during acceleration noted in tests at the DuPont 

adopted a program of treating its fuel above 40 or 50 miles per hour and ratory. It has been given the 

oil with FOA-2 to eliminate the costly when the throttle is wide, or nearly thud. 

clean-out operation. | wide, open. Laboratory tests show that Phud” takes place in the same type 
If you or your customers are experi it is associated with a high rate of pres of high-compression ratio engine 

encing fuel oil sludging problems, let sure rise within the cylinders of such rumble,” with one significant diffe 

your DuPont representative work out 

a solution for you. 


engines plus the presence of combu ence it can occur in the absence of 


tion chamber deposits. combustion chamber de posits, 
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~ DUPONT 4% 


“rumble and thud” 


Investigations of both rumble and 
thud are going on today, in engines 
in the DuPont Petroleum Laboratory. 
Gasoline technology stands to benefit 
importantly from these tests, as it has 
in the past from Du Pont investigations 
of “knock” and “wild ping.” 

Through these and other studies of 
combustion phenomena, Du Pont auto 
motive engineers have gained extensive 
working knowledge of the behavior of 
hydroearbons. This helps Du Pont work 
with refiners in blending gasoline stocks 
for optimum performance and lowest 
manufacturing costs. 


A 

LABORATORY, os well as on-the-road and 
dynamometer engine tests, are employed by 
DuPont scientists in their studies to uncover 
every detail related to rumble and thud. 


Details available to you 


Numerous papers have been presented 
by DuPont technologists on the sub 
jects of rumble, thud, knock and ping. 
Your DuPont Petroleum Chemicals 
representative will gladly get copies 
for you. 





Cini NEWS 


YOU OUGHT TO KNOW... 


E. HEARN SIMPSON, Sales Manager 
of DuPont’s Petroleum Chemicals Di- 
vision, joined the company in 1930 in 
the Fabrics and Finishes Department. 
Iwo years later he was transferred to 


Nylon cord tires a step 
toward highway safety 


On today’s turnpikes and thruways, 
four tire hazards are becoming increas- 
ingly serious. Tires with nylon cord 
are a long step toward eliminating them 
all. 

Heat is the biggest threat. Sustained 
speeds of 60 or more miles per hour are 
not unusual on many of our superhigh- 
ways. Nylon resists the effects of heat, 
reducing the chances of tire failure at 
these critical speeds. 

The particular problem with heat is 
that it has a way of bringing out the 
worst in a tire, of finding and preying 
upon all the defects that may have 
come about through bruising, moisture 
and flex fatigue, the other three tire 
hazards. 


Nylon corded tires have high resistance to heat. 


Tough nylon safely withstands vio 
lent twists, bends and flexing without 
damage to the tire. And the chemical 
nature of nylon is such that moisture 








the Organic Chemicals Department 
and for a number of years he was a 
salesman of products as diverse as in- 
dustrial alcohol, anti-freeze and gas- 
oline antioxidants. 

Five years were devoted to sales of 
the latter, in both the Mid-Continent 
and Gulf Coast regions. 

Hearn Simpson’s career at DuPont 
was interrupted for three years while 
he served as a naval officer on aircraft 
carriers in the Pacific theater of oper- 
ations. 

On his return to DuPont in 1946, 
Mr. Simpson was made sales manager 
of alcohol and camphor. He was ele- 
vated to his present position in 1950. 

Mr. Simpson attended Colorado Uni- 
versity and was graduated from the 
University of Denver with a Bachelor 
of Science degree. 


doesn't harm it. 

As America’s superhighway program 
moves forward, the demand for safe, 
reliable protection will result in the in- 
creased use of tires corded with nylon, 
another petrochemical product made 
possible by the cooperation of the 
petroleum and chemical industries. 


SALES OFFICES —— 


Chicago 3-8 So. Michigan Ave 
Cleveland 15—101 Prospect Ave 


Houston 2 
705 Bank of Commerce Bidg 


Los Angeles 17—612 So. Flower St 


New York 20— 
45 Rockefeller Plaza COlumbus 5-2342 


Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22-1 Gateway Center.. ATlantic 1-2933 
San Francisco 4-111 Sutter St EXbrook 2-1934 
Seattle 34003 Aurora Ave MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave LUther 5-5578 


In Canada—DuPont Company of Canada (1956) Lim 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12-—Ontario . HUdson 1-6461 


In Other Countries—Organic Chemicals Department, 
Export Division, 7447 Nemours Bldg., Wilmington 
98, Del., PRospect 4-2962 


RAndolph 6-8630 
MAin 1-3422 


CApitol 5-1151 
MAdison 4-1354 


REG. U.S. Pat. OFF. 


Better Things for Better Living 
.+- through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


OVER 


A-8064 


ADVERTISEMENT —Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 
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Always change the valve 
when mounting new 


tubeless tires 


Every time you install a new tubeless tire, be sure to install a 
new Schrader valve, too. Protect your customers’ driving safety 
and the reputation of your tire’s brand name with a new Schrader 
valve. Make this simple service a profitable “must.” For full, 
built-in mileage over the entire life of a tire, the valve should 

be as new as the tire. 





Tubeless business—changeover, repair, replacement—is growing 
every day. Be ready with complete Schrader service. 


A. SCHRADER’S SON °* Division of Scovill Manufacturing Co., Inc 
BROOKLYN 38, NEW YORK 


FIRST NAME IN TIRE VALVES 
FOR ORIGINAL EQUIPMENT AND REPLACEMENT 





you have 


these BIG* 





advantage 


@ Your dealers make sales more easily because 
AC Spark Plugs are original equipment on 
more new cars than any other brand. 


@ Your dealers save time because AC’s sim- 
plified numbering system tells you thread 
size and heat range at a glance. 


@ Your dealers have complete market coverage 
because the AC Spark Plug line includes 
types for all applications including resistor 
and extended tip designs. 


@ Your dealers find stocking and selling is sim- 
pler with AC’s exclusive 8-Pack replacement 
set packaging. 


‘ 


@ Your dealers please more customers with AC 
Spark Plugs—engineered for high-compres- 


144 


sion engines. AC is the acknowledged leader 
with more spark plug design improvements 
than any other manufacturer. 

@ Your dealers get the maximum selling help 
from AC Spark Plug advertising and 
point-of-sale merchandising support—the 
industry’s most comprehensive programs. 


HOT TIP SPARK PLUGS 


AC SPARK PLUG RR THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Factory equipment on Chevrolet, Oldsmobile, Buick, 
Pontiac and Cadillac Cars and on Chevrolet andG.M.C. 
Trucks. Specially engineered for al! other makes of 
cars, trucks, tractors, marine and aircraft applications. 
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“USING FORD HEAVIES HAS MADE A BIG 
CUT IN OUR MAINTENANCE COSTS” 


says Allen Grosse 
Fleet Supervisor 
Green Bay Box Company 








Handling heavy loads with ease, this Ford C-1000 
used by the Green Bay Paper and Pulp Company 
(an affiliate of the Green Bay Box Co.) grosses 
60,000 Ib. It is equipped with 260-hp 477-cu. in. 
Super Duty V-8, Extra Heavy Duty 5-Speed 
transmission and 6.50 to 1 rear axle ratio 


Go FORD WARD for Savings, Style and Stamina! 


Whatever your job . . . wherever you do it— the operating effort needed for the 
you'll find Ford Heavies and Extra Heavies are previously used type. 
engineered and built to do it better! And the 59 
improvements in these models will bring still 
more benefits to your operation. 


Higher payloads and longer life with 
new, higher-capacity front and rear 
axle options. 


Greater operating economy with new, Factory installed tractor package 
faster rear axle ratios and wide choice custom-fitted to Ford trucks for safer, 

of transmissions. more dependable braking. 

More efficient parking brake of the Yes, the new ’59 Ford trucks are here to take 
internal expanding type has approxi- you Ford-ward for savings, Ford-ward for 
mately 50% greater stopping and modern style and stamina. See your Ford 
holding ability, requires less than half Dealer today! 
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“Our records show that our our Ford Dealer has always given us imme- 


diate and very good service. We’ve never 


average monthly parts cost, had any downtime waiting for parts. They’re 


always available at our Ford Dealer’s, so 


including major overhauls, we don’t have the problem or expense of 
carrying a big parts inventory. 

has been reduced over 24%. “Our drivers sure like the ‘hillability’ of the 
big Ford Tilts with their Super Duty V-8 
engines! They say the ‘Big V’ has sure got 
it for power that seems to level out the 
steepest hills. And the ‘Tilt Cabs are tops 
for maneuverability and riding ease. 


“Our Fords have given us less trouble than 
any other make of truck we’ve owned! Also, 


“Performance plus economy .. . that’s why 
we’re sold on Ford trucks. We started using 
Fords when we opened our trucking depart- 
ment in 1954, and today 28 of our 35 trucks 
are Fords.” 


LESS TO OWN...LESS TO RUN... 


New Styleside pickups! Notice the handsome new LAST LONGER, TOO! 


grille, dual headlights, stronger wrap-around bumper. 
6!2-, 8- and 9-ft. boxes available in Styleside or 
Flareside models. Short Stroke Six or V-8 engines. 
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Over 56 billion gallons sold in'56... 
Over 57 billion gallons sold in'57... 
Over 59 billion gallons sold in'58... 


How many gallons 
will you sell next year? 


The petroleum industry estimates that there may be a 3 to 4% 
increase in ’59. But of one thing you can be sure . . . 36% of all 
the consumer dollars spent on gasoline, motor oil and TBA in 1959 
will come from households that read an average issue of LIFE.* 


Until LIFE, no magazine had ever sold six million 
copies in a single week, Now LIFE does it every 
week, a feat unique among general magazines. 

But LIFE offers gasoline, oil and TBA adver- 
lisers more than just six million magazine buyers 
every weck, LIFE is so sought after by reading 
Americans that advertisers have a chance to reach 
additional millions of the best-spending families 
in the U. S. every week. 


Here’s how it works. LIFE’s 6,000,000 copies 
find their way into 15,320,000 households. And 
a recent Politz Study indicates that an average 
issue Of LIFE is read by 32,000,000 people. 
Proof that LIFE offers an advertiser his best 
market lies in the buying record of LIFE-reading 
households. By actual measurement, LIFE house- 
holds account for 36% of all dollars spent on 
gasoline, motor oil and TBA in the United States. 
(And that’s just the readership of an average 


issue.) 


But advertisers want continuity of sales impres- 
sion, and here again LIFE delivers a quality audi- 
ence in quantity. 

Over the course of 13 issues, LIFE is read in 
34,440,000 different households. (On the average, 
each of these households reads six issues out of 
thirteen.) And these households—70% of all U. S. 
households—account for 77% of the total U. S. 
gasoline, motor oil and TBA expenditures. 

So much for the consumer statistical analysis. 
Beyond these market dimensions, LIFE offers these 
other special selling advantages to a gasoline and 
oil advertiser. 

A CHANCE 
TO SHOW YOUR PRODUCT AT ITS BEST 
LIFE’s superb reproduction gives you the Beauty 
you want .. . beauty that creates a distinctive 
association of service and cleanliness with your 
brand insignia in the minds of prospective cus- 
tomers along the highways. In LIFE your ad looks 


ONLY LIFE gives you SO much 
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its best, and your image-building background 
comes through as in no other medium. 

And so with the many famous brands in 
your field competing for customer recognition, 
the unsurpassed reproduction you get in LIFE be- 


comes a key factor in your choice of media. 


A CHANCE 

TO CHANGE TACTICS AND STRATEGY 
LIFE gives you the Flexibility you want. Your 
budget is not locked into an irrevocable com- 
mitment months and months in advance. The 
needs of your market—not an advertising medium 

-should dictate your spending. 

In LIFE you can launch or bolster a national 
sales campaign or change advertising strategy in 
just a week’s time. 

For LIFE offers a special 7-day fast-closing for 
black-and-white and two-color advertisements. 
You can even fast-close a four-color ad in as 
little as 22 days. Only LIFE offers these special 
services, which enable advertisers to meet the 


changing demands of modern marketing. 


A CHANCE 
TO BE SEEN IN GOOD COMPANY 


LIFE gives your product the Respect you want and 
your dealers acquire the prestige of being associ- 
ated with a fine brand ...a brand advertised in 


LIFE. People value LIFE’s editorial content, have 
confidence in the magazine . . . pay their own 
good money to read it regularly. 

his confidence carries over to the advertising 
pages, adding an effective selling dimension to 
your message. 

And advertising in LIFE makes welcome reading. 
For here readers learn news of famous products of 
every conceivable sort, handsomely illustrated by 
some of America’s best artists and photographers. 

When you advertise in LIFE you are keeping 
company with America’s finest companies, who 
have high standards in advertising to match your 
own. LIFE readers recognize—and freely concede 

—that the caliber of advertising in LIFE over the 
years has had an important influence on how they 
live, what they buy and what they are going to buy. 


That's the unique selling climate you share 
in the pages of LIFE. Bigness. Beauty. Flexibility. 
Respect. And a wealth of customers in the mood 
to buy. LIFE can give you all of these. 


*Source: LIFE’s Study of Consumer Expenditure 


in analyst 


lion spent by U.S. households for consumer goods and service 


9 Rockefelier Piaza, New York 20, N. Y. 


selling power...so swiftly, so surely 
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PROMOTION is Cletus Kolb’s big pitch to dealers 


RESULT: Plenty of orders for Kolb and his dad Jake 


It's Easy to Build Jobber TBA 


® You just use the suggestions offered by suppliers and tire makers 
®@ Jefferson City Oil did, and boosted volume from $2,500 to $40,000 


®@ Now dealers get more business and the company has thriving new lines 


THE HEFTY EXPANSION of oil’s share of the 
IBA market is due in part to the hundreds of oil 
jobbers who’ve been converted to TBA merchan- 
dising. The case of the Jefferson City Oil Co. is 
typical of the change that’s taken place. 

For 28 years this partnership had distributed 
mainly oil products in and around Jefferson City, 
Mo., for Continental Oil Co. A small outfit as 
business enterprises go, it got up to 1-million gal. 
a year, through a handful of service stations and a 
solid string of farmers on tank truck routes. 

The company sold a few tires through its own 
service station, but that’s as far as it went. When 
Conoco district manager Walter Dowell suggested 
in 1952 that “Jeff City” come in on the company’s 
new TBA program, he got plenty of objections. 

Neither the bulk plant nor the station that served 
as an office had any room for TBA stock. 

The Jeff City people felt that the all-inclusive 
guarantee offered by their other tire supplier was a 
necessity in selling to their kind of customer. 


Besides, they liked their long tire discount and 
didn’t see much potential profit in trying for a 
bigger volume when, as Dowell warned them, they’d 
have to sell at a smaller margin to get it. 

But they decided, anyway, to give TBA a go. 

rhe problem of storage space was eased a little 
by building a small addition to the bulk plant 
to serve as an office and warehouse. 

Dowell pointed out the advantages of being able 
to sell TBA products on Conoco credit cards. He 
explained the help available from Conoco and B. F. 
Goodrich; the opportunity for wholesaling to other 
outlets besides their own dealers. He showed they 
could start in a small way without hiring any addi- 
tional people and with only a small investment in 
stock. 


How to Start a TBA Push 
On the basis of supplier guidance, and influenced 


somewhat by Conoco’s own example, Jeff City 
began the push that transformed a meager $2,500 
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annual TBA volume to better than $40,000 in five 
years. 

First move was to put the TBA program in 
charge of Cletus Kolb, son of partner Jake Kolb. 
That’s the only way for an oil jobber to get any- 
where with his TBA business, according to B. F. 
Goodrich district manager Orval G. Fries. “It’s 
essential that someone devote time to dealers,” says 
Fries. Otherwise he sees no future in it. 

Since the purpose of the new program was to get 
the dealers into the act, Cletus Kolb promptly took 
advantage of the B. F. Goodrich offer to show him 
how to help his dealers. For a starter he called 
the dealers together and let BFG take over. 

From the outset Clete Kolb has put into practice 
almost all of the methods suggested by Goodrich. 
He buys their passenger and small truck tire adver- 
tising programs, their radio programs, their point 
of sale material, and their special farm direct mail. 

The Goodrich man goes around with Clete to 
visit dealers and commercial prospects. He spends 
a long time with dealers—as much as is needed. 
He finds out what the dealer is doing with his 
tire line, asks about tough sales problems. He 
watches the dealer’s inventory and suggests turning 
back any slow movers before they get too old. 


How a Jobber Follows Through 


About twice each month Clete Kolb makes the 
rounds of his dealers. At each station he watches 
his chance to make a tire pitch to some customer. 
He has two purposes in mind: 

e He thinks dealers like to be coached on how 
to start a tire conversation; they like to hear the 
actual words you use. 

e He tries to demonstrate his interest in build- 
ing TBA volume at the dealer’s station. This helps 
soften the inevitable conflict that develops when a 
jobber sells TBA both at wholesale and at retail 

(The Jeff City partners had built up some local 
following during the years they operated out of 
their own service station. With that to build on. 
and aided by the new program of TBA advertising. 
the volume of direct sales of TBA at the bulk plant 
has grown rapidly.) 

Between Clete Kolb’s visits to stations, the need 
and opportunity for dealer counseling comes up 
often. Dealers stop in at the bulk plant to pick up 
merchandise, pay bills and discuss their problems 
They are encouraged to phone in if they need a 
quick answer. 


How to Simplify Tire Pricing 

As usual, tire price questions are the most nu- 
merous, says Clete Kolb. “For example, a dealer 
may call me up and ask what price he ought to 
get for a particular tire. Say it’s a tire that costs 
him about $17. While I think he ought to get as 
much as he can—and tell him so—I suggest his 
profit should be not less than $3. That would make 
a Sale price of $20 and a profit of 15%. The 
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How to Farm Out Tire Service 
JEFF CITY OIL sells some 65% of its TBA 
volume direct from the bulk plant, but has no 
facilities for mounting the tires it sells there. 
This meant it had to make a deal—three deals: 

e Passenger-tire customers are sent to one of 
the local service stations to have their tires 
mounted. 

e Truck tires are mounted by a local garage 
that Jeff City Oil does business with. 

e Tractor tires are mounted by a local farm 
implement dealer. 


price should include a recappable trade-in worth 
about $2-$3, for a total profit of about 25%.” 

In an effort to save dealers some of their tire 
pricing worries, Jeff City Oil set up its own version 
of dealer discounts. “To make things simpler we 
sell all our dealers at a uniform 25% below what's 
now known as the code or accounting level price,” 
says Clete Kolb. “That’s roughly where we used 
to start figuring dealer discounts from the old Key 
Dealer base of 20% -22% off list. Dealers have the 
code price (now nearer 11% off list) in their price 
books, so it’s not so hard for them to figure “%4th 
less than code as their cost. And I always remind 
them—don’t forget the tax.” 


What's the Growth Outlook? 


Direct sale of farm tractor tires looks like the 
most promising field for growth. Jeff City advertises 
persistently to the farm trade; its tank truck drivers 
(partner Emil Roling still operates a tank truck 
route) are busy looking for tractor tire prospects 

rhere’s a good outlook for more truck tires, too 
As with the farm trade, there’s a steady stream of 
B. F. Goodrich direct mail advertising going out 
to truck owners. Jeff City concentrates on a small 
hand-picked number of local business firms 

The dealer segment of the business will grow 
more slowly from now on. The dealers have learned 
how to sell tires to their best customers. Now 
they have to spread out with missionary work 

Even if the Jeff City people aren’t likely to triple 
their TVA volume again as they did in 1955 and 
1956, they’ve already proved that an oil jobber 
can make TBA business grow where none grew 
before. As the guy chiefly responsible, Clete Kolb 
thinks they've made consistent gains for three 
reasons 

e “Proper attitude. By this I mean wanting 
to sell TBA and believing you can.” 

e “Constant solicitation either in person or by 
telephone or mail.” 

e “Advertising that ties in with promotions set 
up by B. F. Goodrich and Continental Oil—such 
as seasonal sales and leader items—using news 
paper, radio and direct mail.” s 





Globe battery “firsts” 


SYSTEM 


TIVUNUHUYOVMV LULU CYANO UARLLTA LA (VELMA LAL 


First practical one-piece cover 
and thin-wall plastic case — for 
greater over-all container 
strength, extra acid capacity, 
better battery looks. 


First GRIP-RIDGE,” SURE-GRIP* 

Holds-Downs and SURE-LOK* 

Channels —- for easily locking i cael 

any M.O.S.T. System battery | ’ First creative packaging of 

securely and rigidly into any dry-charged batteries — for 

size battery carrier.* Pat. Pend. point-of-sale activation 
with factory fresh power— 
easily, swiftly, safely. 


First mass-produced 
color-painted batteries 
for greater merchan- 
disability and eye-ap- 
peal to provide the 
most in up-front dis- 
play trade-up! 


and NOW — the first all-grade battery marketing for 
Maximum Opportunity for Sales and Turnover — with 


SYSTEM 


Only 4 M.O.S.T. System batteries trade your customers right on up 
(replacing the conventional 14) fill to the top! It’s your 100% sales 
all 6- and 12-volt needs... while opportunity — 100% turnover as- 
12 (instead of the 42 conventional) sured many times a year — for 
meet all quality preferences in the ©maximum profits from the very 
Special (economy), DeLuxe and minimum inventory. To get the 
Premium grades. Vivid M.O.S.T MOST for your battery money be 
colors and dramatic styling create the market with the M.OS.T. 
tremendous eye-and-buy appeal to Write Globe today! 


FOU TL  I tn 
Fast, low-cost shipment from 16 strategically located plants (15* now pro- TENN., *MILWAUKEE, WIS., *MINERAL RIDGE, OHIO, *PHILADELPHIA, PA., 
ducing dry-charged batteries): *ATLANTA, GA., *DALLAS, TEXAS, *EMPORIA, *REIDSVILLE, NO. CAROLINA, *SAN JOSE, CALIF., *HASTINGS-ON-HUDSON, 
KANSAS, “HOUSTON, TEXAS, *LOUISVILLE, KY., "MEDFORD, MASS., *MEMPHIS, N. Y., *LOS ANGELES, CALIF., OREGON CITY, OREGON, *TAMPA, FLORIDA 


SPINNING POWgp 


ugio> GLOBE-UNION INC. 


7 ae — ne MILWAUKEE 1, WISCONSIN 
“SECOND 


if it's Petroleum-powered there's a GLOBE-BUILT BATTERY right from the start! 
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What's New in TBA... 





‘Sport Special’ 


. is the name adopted by Vanderbilt 
Tire & Rubber Corp., 414 Fifth Ave., 
New York 18, N.Y., for its new line of 
tires for foreign cars. Vanderbilt says the 
line includes practically all sizes to fit 
the most popular imported cars. With 
a carcass of Dupont Super Cordura, the 
Sport Special carries a 2-year road 
hazard guarantee. 


Tire tool 


. .. iS a 2-in-1 device consisting of a 
bar with a take-off tool on one end and 
a put-on tool on the other. It takes the 
place of two separate tools formerly pro- 
vided with the Coats Tiremen, but it 
can also be used on any tire changer hav- 
ing a center post. New models of the 
Coats Tireman are now shipped with 
both the new dual-purpose tool and a 
separate put-on tool. The latter’s large 
roller is often an aid in handling larger 
tire sizes. Jack P. Hennessy Co., Inc., 
12 Depot Square, Elmwood, N. J. 


Suburban headlamp 


. introduced by General Electric fea 
tures a “built-in spotlight” in the lower 
beam. Designed especially for 2-headlamp 
cars, it’s claimed to give the driver much 
more light farther down the right shoul- 
der of the road. Suggested retail price of 
the new headlamp is $2.75. It’s being 
backed with heavy promotion. 


Mercury outboards 


... for 1959 are described by the manu- 
facturer, Kiekhafer Corp., Fond du Lac, 
Wis., as being nine highly styled models. 
They range from a 2-cylinder 6 hp fish- 
ing outboard to a 6-cylinder 70 hp cruis- 
ing and water skiing motor. All models 
of 35 hp and over will offer optional 
electric starters with built-in generators. 


Low cost chargers 


. have been introduced in a new line 
of five models by Allen Electric and 
Equipment Co., 2101 N. Pitcher St., 
Kalamazoo, Mich. All models combine 
fast and slow charging and can be used 
as boosters to start stalled cars. Line in 
cludes a new battery tester and mer 
chandiser, said to load test a battery in 
five seconds. 


Carb-AlRator 


. is the trade name adopted by Roch 
ester products division of General 
Motors for a new carburetor attachment 
offered as a resale item. It senses exces- 
sively high under-hood temperatures and 
allows extra air to pass through the en 
gine to compensate for the extra richness 
caused by vaporization. For sale by 
United Motor Service at $3.25 retail 


Vent filter cartridge 


. . . for crankcase vent tubes has been 
added to the line of the Wix Corp., 
Gastonia, N.C. The dry-type replace- 
ment element is expressly made for all 
1952-57 models of Ford, Mercury and 
Lincoln. The special filter element is con- 
structed with welded wire mesh inner 
and outer wrapping, individually boxed 
with gasket. 


Spray cleaner 


for engine cleaning is being mar 
keted under the name of Kleen-Off, by 
DeMert & Dougherty, Inc., Heet divi 
sion, box 112, Chicago 50, Ill. The 
new product is packaged in a 16-0z 
aerosol can and is applied by holding 
the can in the position of a water hose, 
pressing on the side of the valve, and 
later hosing off with water. 
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New Tire Cord 


‘Tyrex’ shapes up as a 
tough new competitor 
for nylon cords 





LIMITED SO FAR to original equip 
ment tires, a new cellulosic yarn called 
“Tyrex” is already being promoted as 
the eventual successor to rayon for 
tire fabric. 

The fact that Tyrex is being used 
for original equipment tires on popu- 
lar-priced cars indicates that the new 
cord is low enough in cost to be used 
in replacement tires at all price levels 

It’s also apparent that Tyrex manu 
facturers think they have something 
that can compete strongly with nylon 
for the tire cord business. Five com 
panies—American Enka Corp.; Amer- 
ican Viscose Corp.; Beaunit Mills, 
Inc.; Courtlads (Canada), Ltd., and 
Industrial Rayon Corp.—have jointly 
formed a new, non-profit organization 
known as American Tyrex Corp., New 
York. Its purpose is to enforce the 
standards for Tyrex tire yarn and pro 
mote its use through an extensive ad 
vertising and public relations program 


£> 


Gates V Bett 


V-belt merchandisers 


. . in two styles have been introduced 
by Gates Rubber Co., Denver. One holds 
a stock of 50 fan belts; the other holds 
100 fractional horsepower belts. By using 
rotating display wheels with numbered 
hooks, a large inventory takes up but 
little space, and each belt is easily ac 
cessible even in corner locations. 


Steel cord tire 


for extra heavy truck service ha 

been introduced by Kelly-Springfield 
Called the Armor Steel-ply the new 
(Continued on next page 
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TIRED OF 
““LEAKAGE 
LOSS’’? 


Replace Faulty 
Connections With 


Lever Seal 
Quick Couplings 


KNAPPCO Female Adaptor 


Superior quality of Knappco design and 
material is proved by years of leak 
free service 


The changeover to KNAPPCO couplers 
and adaptors is quite simple . . . each 
KNAPPCO unit is 
with parts of 


interchangeable 


same size. You can 


replace as needed without excessive 
down time’’ for complete conversion 


@ Heavier Design 
without sacrificing lightness. 
@ Positive Seal 
stops leaks & “‘weeping’’. 
Perfect Fit 
with any coupling of same size 
Pressure Engineered 
for working pressures up to 
300 psig, with side safety margin 
New Sealing Levers 
take wire or ribbon seals 
to prevent tampering. 
Factory Tested 
every coupling and adaptor checked, 
tested, inspected and guaranteed 


For complete information 


about types and sizes write. .. 


The Wm. A. Knapp Co. 


714 Independence Avenue 
Kansas City 6. Missouri 








| 


TBA 


(Continued from page 153) 

lire is said to provide a softer ride than 
other steel tires because the steel cable 
body consists of only one radial ply 
from bead to bead, reinforced in the 
tread area by three steel cord breaker 
strips. 


Balancing weights 


ride in a permanently mounted cir- 
Iwo movable weights 
360 deg. range 
Unit fits over lug bolts and is concealed 
beneath the hub Each weight 
weighs one pound. Used in conjunction 
with conventional types of wheel bal 
General Supply Co., 1920 Me 
Kansas City, Mo 


cular steel frame 
are adjustable over a 


caps 


aneers 
Cice Trathicway 


Repair sections 


for tubeless tires, with nylon cord 
reinforcement, has patented by 
Bowes Seal Fast Corp. and is being mar- 
keted in three 349-in., S-in., and 
642-in. diameter. Sections can be applied 
hot with a cavity mold, or will vulcanize 
cold with Bowes self-vulcanizing fluid 
Said to be applicable to truck tires. 


been 


S.Zes 


Hose service kit 


marketed by the Weatherhead Co., 
2310 Dwenger Ave., Ft. Wayne, Ind., 
offers 36 popular hose ends in 12 styles, 
and 20 ft of “%4-in. hose in a compact 
steel box. Enables dealers to make on- 
the-spot repairs to flexible fuel and oil 
lines, especially when replacement sup 
ply sources are closed. Price $18.00. 


Puritan brake fluid 


sold by the automotive products de- 
partment of the chemicals division of 
Olin Mathieson Chemical Corp., now in 
cludes a low price product with a boiling 
point of 300° F. It is rated to meet or 
exceed SAE specification of 70-R-1. A 
companion product is Super 60 fluid with 
a boiling point of 75° F 


NATIONAL 


TBA People ... 





Speakers at the national TBA conven 
tion at the Chase Hotel, St. Louis, 
Dec. 1-2, include: 

Harry W. Ferguson, vice president, 
Humble Oil & Refining Co., Houston; 
Vic Holt, executive vice president, Good- 
year; L. H. Middleton, vice president and 
director of engineering, Auto-Lite; J. A. 
McCauley and Paul Francois, merchan 
dising consultants; Rube Hedlund, sec- 
retary, Retail Tire Dealers Assn., Chi 
cago; Jeanne Pierre, American Rayon 
Institute, New York. 


A. W. Brunsell 
is now sales 
manager Of  na- 
tional accounts 
for Gould-Nation- 
al Batteries, Inc., 
St. Paul, Minn. 
He succeeds R. 
W. Stoll, who has 
resigned to enter 
business in Texas. 
Brunsell has an 
engineering de- 
gree from the Uni 
versity of Minnesota and has been in 
charge of development and sales of 
Gould-National’s nickel cadmium sealed 
cell division. His headquarters will be in 
the home office in St. Paul 


Brunsell 


Richard M. 
Werkheiser has 
joined the staff of 
the Chemical Spe 
clalties Manufac 
turers Assn. For 
the present his 
duties are that ol 
general administra- 
tive assistant to 
A. A. Mullikan, 
assistant secretary. 
A graduate of St. 
Paul’s School and 
the University of Pennsylvania, where he 
received his M. A. degree in 1955 
Werkheiser was a lieutenant in the Navy 
in 1950-51. Before joining CSMA he was 
foreign student supervisor of the State 
Department’s Institute of International 
Education. 


Werkheiser 


Four changes have taken place in 
Olin) Mathieson’s automotive products 
department. Robert H. O’Boyle has been 
named assistant sales manager for Pyro 
antifreeze and radiator chemicals. Allan 
J. Lembitz has been made advertising 
and sales promotion services manager. 
O’Boyle was formerly with Commercial 
Solvents; Lembitz with Bendix Aviation’s 
Friez Instrument division. 

At the same time Arnold E. Pom- 
merening, former field representative, 
has moved up to assistant sales manager 
for Puritan automotive products. 
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Give your auto products a family look 
with Continental Cone Top cans 


























... the most economical container 
ever made for automotive products! 


Continental Cone Top cans give your automotive products a 
family look that means extra sales power for your whole line. And 
Continental Cone Tops offer your products these other positive 
advantages: 


LOWEST COST: Continental Cone Tops are the most economical 
containers ever made for automotive products. You can give your 
entire line of products the benefit of lower cost, higher prestige 
packaging. 

LOADS OF SIZES: No other container offers such a wide range of 
sizes to accommodate all your automotive products. Choose from 
Cone Top cans as small as four ounces, as large as 32 ounces. 
LOTS OF SHIPPING POINTS: Continental shipping points all across 
the U.S. give you fast delivery on all the Cone Tops you need, 
exactly when you need them. For the prestige family look, put 
your products in Cone Tops. Call Continental today. 





Crown Cap Goldie Seal Screw Cap 











CONTINENTAL 
CAN COMPANY 


Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 


Canadian Division: 5595 Pare Street, Montreal, Que 
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NEW IDEAS on trial include overhead reels for bulk oil dispensing at the pump island. . . 


Here's a Proving Ground for 


equipped with overhead reels for dis- 
pensing bulk motor oil at the pump 
island. 

It may be an ill omen that during 


i NEW Connecticut turnpike’s 
service stations are loaded with 
new or unusual twists in station de- 
sign and equipment. Take a look at 
these features: 

@ Overhead reels at the pump 
island for dispensing bulk motor oil 

e Electrically heated air and wa 
ter dispensers at the pump island. 

e Island oil drains connected with 
underground waste oil storage. 

e Utility outlet at the 
pump island 

@ Nine-foot-long metal and = glass 


electrical 


personnel shelters between islands. 
@ Cathodic guard 
against electrolytic corrosion of unde! 


protection to 


ground storage tanks 
@ Standby 
each station. 


diesel generators at 


[hese features and others have 
been built into all 14 turnpike stations 


(operated by four oil companies: Tide 


156 


water six, Esso tour, Calso and Tex- 
aco two each). The stations were de- 
signed, constructed and equipped by 
the Connecticut Highway Department 
Ed Swanson, department architect, di- 
rected station design; William Carson, 
Hartford consulting engineer, drew up 
specifications for equipment. 

The guiding principle apparently 
was to build a first-class station fully 
equipped to handle a large volume 
of business economically, 
and with little maintenance. 

From now on the stations undergo 
full-scale testing. The final section of 
the big New York State Thruway con- 
necting with the western end of the 
Furnpike has just been 


speedily, 


Connecticut 
completed; up to now traffic has been 
light and substantially local. 
Overhead Reels—tThis is believed 
to be the first time a chain of new 


service stations has been completely 


NATIONAIT 


the early months of limited opera- 
tions, the four oil companies running 
the stations got nowhere with the bulk 
oil dispensing system. Observations 
showed customers were overwhelm- 
ingly in favor of oil from cans. 

Ihe crucial test of customer accept 
ance Is yet to come. Over many years 
the public has been educated to trust 
only in oil dispensed from sealed cans, 
labeled with a known and _ reliable 
brand name. 

But this attitude could change with 
the installation of a new display de- 
vice, some marketers believe. The 
plan now is to mount on the over- 
head reel an interior-lighted plastic 
replica of each oil company’s quart 
oil can. 
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tills 


. . » And 9-foot-long glass and metal personnel shelters between islands 


New Equipment Ideas 


Proponents have long argued that 
dispensing motor oil is cheaper and 
better with overhead reels than with 
cans. Here are some reasons they give: 

e Savings on packaging and trans 
portation. 

e Elimination of can disposal. 

e Sales of make-up oil to custo- 
mers who need less than a full quart. 
Meter counters at the end of each 
oil hose are graduated in half pints. 

Each island is equipped with three 
banks of four overhead reels. At each 
station there are four 1,500-gal. un 
derground tanks for bulk oil storage; 
compressed air lines and pumps; some 
230 ft. of %4-in. wrought iron pipe 
from each of the four tanks to the 
pump islands: copper tubing for the 
above-ground supply lines to the reels; 
a 6-in. I-beam above each island to 
support the reels. Each reel has 30 
ft. of hose instead of the usual 20 ft 
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Balcrank supplied the lube equip 
ment through Meter and Tank Equip 
ment Co., Hartford, headed by R. W 
Wilber. 

It’s difficult to isolate the cost of 
putting in the overhead dispensing 
systems because the stations were 
built as units. A general contractor 
did all the installing. But a guess 
close to $200,000 for all 14 stations 
including both equipment and instal 
lation, if the work had been don 
separately. 

Air and Water 
known in the East 
in California—are the ground level 


Dispensers—Un 
although common 


air and water dispensing units mounted 


in wells recessed into the pumy 
islands 

A total of 84 of the units, made 
by Coxwells Inc Los Angel ir 


installed in the 14 stations. | 


} 
I 


equipped with 38 ft. of 
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Equipment 


38 ft. of water hose. They’re pro 
tected from freezing by a 75W, single- 
phase, thermostatically controlled 
electric heater. 

Island Drains—For quick oil chang 
ing on the driveway, there are oil 
drain connections at the pump islands 
leading to underground waste oil 
storage tanks. 

Electrical Outlet—Another 
convenience, often discussed but just 
as often omitted, is a utility electrical 
outlet for power tools, vacuum clean 
ers and similar appliances. To meet 
safety requirements, all outlets are 
Crouse Hinds delayed action Arktite 
receptacles 

In addition to the island air sup 
ply, there are also 84 G & B tire 
flator stands on the driveways 

Driveway Shelters Glass and 
metal shelters, nine ft. long, have 
been built between pump islands (see 
photo). They provide an operating 
base for station personnel and at the 
same time serve as a handy protec 
tion for risers from the four under 
ground motor oil supply lines 

Cathodic Protection—Just to be on 
the safe side, state engineers specified 
cathodic protection to guard against 
electrolytic corrosion of the under 


island 


ground storage tanks 

Standby Power An_ additional 
safety small, diesel 
powered generating plant at each sta 


device is the 


tion. In recent years, floods and hur 
ricanes have caused considerable dam 
age to power plants and lines in the 
turnpike area 

Remote Pumping—Erie dual ped 
estals, six and eight to an .sland, are 
supplied by a pair of 3-hp deep well 
pumps, one for each grade of gaso 
line. Four 5,000-gal. tanks store gas 
oline for all dispensers, including twe 
at a separate truck A fifth 
5,000-gal. tank stores diesel fuel for 
the truck island only 

A pair of gasoline tanks are con 
nected to a single pump. By mean 


island 


of an eductor, the pump will suppl 

gasoline as long as any product ré 

mains in either tank 

blanket 

are installed at the gasoline pump 

ind Purolator filters in the diesel line 
fo guard against prolonged opera 


tion of the 


Dehydrators with heatet 


pum} during period 


vhen all dispensers are idle, each ped 
tal has a pilot light that remain 
lit until the { 
off. Pedestal ire also equi p 
OPW ifety valves that clo 
matically in case of fire of 
ind with OPW 
Another ‘ ruard consist 
shock absorber. Stat 
nthet 


motor switch 


iutomats 





For Gasoline .. . Diesel . . . Kerosene, etc. 


alsadale 


47 
“aa 


S 


RUGGED 


© Built For Toughest Jobs 


ECONOMICAL 


© Meets Lowest Budget 


COMPACT 


The Super ‘'200'’ gives you big pump perform 
ance at a budget price and in “budget” 
space, too. Attractive compact 12’ housing 
permits maximum installation flexibility 
directly on tanks, stands, wails, shelves, etc 
Powerful direct-drive pumping unit delivers 
14-15 GPM through accurate all-bronze meter 
with modern roller register. Check valve 
iS built in, eliminating separate costly and 


inconvenient foot valve 
ON EVERY COUNT.. 
performance and negligible 
the GASBOY ‘200 
guarantee of 


quality, features 
versatility 
maintenance is your 
best buy and customer 


satisfaction 





Equipment 


AREA LIGHTING at one station requires over 20 4-lamp 6-foot fluorescents 


(Begins on page 156) 


surge chamber installed at each pump. 
If the maximum pump pressure (which 
can be as high as 35 psi) happens 
to be applied to a single outlet, the 
shock absorber takes up the jolt that 
might result from the repeated open- 
ing and closing of the nozzle. 

Fillpipes to underground ¢ 
storage are 4-in. diameter, fitted at 
the lower ends with Wheaton No. 22 
horizontal flow deflectors, and topped 
with OPW 4-in. fillboxes and man- 
hole covers. OPW vent caps are in 
Stalled on the 2'-in. tank vents. 

Lube Bays—In the lube 
frame contacts; the 


gasoline 


bays are 
two hoists, both 
usual practice is to have one roll-on 
Both are Globe F-27 full hy- 
draulic, two-post models. 

A bank of eight overhead reels in 
cludes four for motor oil, one for 
ATF, one for lube, one for 
gear oil and one for air. Air for all 
purposes is supplied by a 5 hp Kellogg 
American compressor 

(Built at the same time as the ser- 
vice stations garages for 
turnpike maintenance vehicles. For 
these, Meter and Tank Equipment Co. 
supplied Balcrank lubricating equip- 
ment and Weaver twin-post lifts.) 

All-Fluorescent Lighting—No spot- 
lights are used to light up the face 
of the station. The combination sta- 
tion and restaurant buildings stand 
alone and do not have to compete 
for visibility with other business es- 
tablishments (see picture above). 

The long pump islands (85 ft.) are 
lit with conventional horizontal fluor- 
escent island fixtures made by Magni- 
Flood, Mt. Vernon, N. Y 

As with most turnpike or thruway 
stations, the biggest outdoor lighting 
extensive driveways and 
parking lots. Typical fixtures used for 
this purpose are the Pfaff & Kendall 
Luxaire lumenaires, pendant mounted 
aluminum poles. More 


hoist 


chassis 


were two 


job is for 


on tapered 


NATIONATI 


than 20 of these 6-ft., 4-lamp fluor- 
escent units are needed for each of 
the six stations lighted with P. & K. 
units. 

Other Features—The Gierco drive- 
way signals made by W. G. Giersburg 
Co., Liverpool, N. Y., can be ad- 
justed to give an adequate warning 
even from signal hoses as long as 
160 ft. 

The concrete sides of the 85-ft.- 
long islands are protected with Burtco 
rolled edge, prefabricated steel island 
forms made by the Burt Equipment 
Co., East Orange, N. J. 

Installing the System—Pumps for 
the 14 stations were sold through the 
Lufkin Engineering and Equipment 
Co., Boston. As part of the deal, the 
Lufkin firm assumed responsibility for 
supervising installation of the pumps. 

Because of the number of people 
involved in the work, president E. P 
Lufkin conceived the idea of getting 
them all together for a day-long in- 
stallation clinic. The station construc- 
tion work was split among three con- 
tractors, all of whom went along with 
the idea. They arranged for their 
foremen to attend, as well as the chief 
plumbers and electricians from the 
respective subcontractors. 

Altogether some 40 men sat in on 
the all-day meeting. Lufkin and _ his 
associates from the Erie factory came 
prepared with special blown-up charts, 
diagrams, blueprints and brochures. 
Results were better, Lufkin feels, than 
would have been possible from many 
separate sessions with each of the 
groups concerned. In a joint meeting 
the best informed tend to raise key 
questions that might not occur to 
others, he says, and the resulting dis- 
cussion benefits all. 


A roundup of new developments 
in station pumps and lifts 
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AMONG THE WORLD'S MOST PRECISE MEASURING DEVICES... 


NEW A.O.SMITH 300 G.P.M.MODEL T-30 
GRAVITY TANK TRUCK METER | tum page tor aetai 





HIGH-SPEED GRAVITY TANK TRUCK METER 





FULL 4-INCH UNIT IS EASY TO 
INSTALL... FEATURES UNIQUE DESIGN 
Now, for the first time in gravity tank truck meters, 
you can get deliveries up to 300 gpm. That means less 
time per stop... greater utilization of labor and 
equipment 


Further, design of the T-30 makes installation a 
breeze. By use of special fitting, air eliminator can be The chart above illustrates the T-30's low 
pressure drop typical of all A. O. Smith ‘'T"’ 
meters. ‘‘A'' curve shows pressure drop for 
dered for installation in any of four basic positions. meter only, ‘'B' for air eliminator-strainer 
only, "C" for meter, valve, air eliminator- 
strainer combined 
sustained accuracy. True to A. O. Smith’s tradition, Li The booklet shown at left includes test 
, data, mounting suggestions, specifications and 
information on the T-30's operating princi- 
ples. It's yours for the asking. Contact your 
representative or write direct 


located at 90° from meter inlet. The meter can be or 
Another factor you'll want to consider is the T-30’s 


no finer meters — in materials, design and precision 
fabrication were ever built 


AVAILABLE WITH ANY OR ALL OF THE 
OPTIONAL FEATURES YOU NEED 


The 'T-30 is one of the most versatile meters available for 
tank truck service. Here are some of the accessories 


Outlet faucet — 3" or 4” straight or 15° down slope 


Automatic Set Stop for fool-proof accuracy in one-man 
delivery operations 


Fusible Link Attachment for Faucet — accomplishes auto 
matic closing in case of fire 


Smithway Calibrator makes it easy to perform hairline 
adjustments without special tools, or product loss METER, SERVICE STATION PUMP, DIVISIONS 

Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. 0. Box 506 
Counters choose from horizontal re-set, large numeral Succasunna, N. J. Offices: Atlanta 18, Ga.; Chicago 3 Houstor 
Texas; Los Angeles 22, Calif.; New Yor 


reset counters, or combination large numeral counter 
ticket printers. Printers for IBM type tickets available 


> 
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Coming Soon: A Standardized Pump Base 


API okay this month 


will make it official 


EVENTUALLY all gasoline pump 
bases in service stations will be the 
same. This will save marketers a lot 
of money—$100 per pump in some 
cases. 

All gasoline pump manufacturers 
have accepted the proposed standard 
single service station pump or dispen- 
ser pump layout (shown in the dia- 
grams). The standard was developed 
by the operations and engineering 
committee of the American Petroleum 
Institute marketing division. It was 
Okayed by a subcommittee at an 
O & E meeting in Knoxville, Tenn., 
and is expected to get final API 
approval. 

“This is indeed a landmark,” de- 
clared Clarence F. Reinhardt, Phillips 


What's New in 


Bolt hole | % dia. hole minimum 
location dio bolt 





3rd conduit 
(optional) 
‘ 


% 


conduit 


t ( Tt Hose side 
l or 2 
product line 
General outside design 


of base plate 
Bolt hole location. / 


\ 
\ 
a \ © ; 


Petroleum, after the subcommittee 
action. “Attempts to standardize pump 
bases were started 25 years ago; and 
nothing was accomplished until the 
O & E committee began working on 
the problem.” 

This standardization doesn’t affect 
the competitive pump 
makers because they can develop any 
design above the base. A uniform base 


position of 


simply eliminates the necessity of tear 
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Clearance lamp 


; for trucks is a new, all-plastic 
unit known as Starline D-5. Only % in. 
thick by 2% in. high, lamp mounts flush 
without penetration of the van body 
Available in clear, red, amber or green 
Surpasses S.A.E. requirements. Warren 
Mfg. Co., Warren, Pa. 


Circle No. 1 on coupon 


All-iron pump 

is said to withstand the corrosive 
effects of spraying liquid fertilizers. Tri 
als of Flomax 8 centrifugal units have 
been made for filling tank trucks and 
spraying from trucks over several sea 
sons’ operations. Marine Products Co., 
515 Lycaste Ave., Detroit 14, Mich 


Circle No. 2 on coupon 


V-band tube joint 


for truck exhaust systems is said 
to reduce serving or part-replacement 
down-time to a minimum. The self align 
ing tubing connections, held in place 
with two bolts, are said to be leakproof 
and to require no gaskets or special 
tools. Aeroquip Corp., Jackson, Mich 


Circle No. 3 on coupon 


Master battery switch 


. permits tank truck operator to dis 
connect the battery from the electrical 
circuit. Protects against accidental spark 
during loading, against fire while parked 
unattended overnight, and against theft. 
Price $14.95. Sampson Master Switch Co., 
P.O. Box 167, Clinton, N.C. 


Circle No. 4 on coupon 


Rigid casters 


. with brakes, are all-aluminum, non 
sparking and non-magnetic Integral 
brakes can be operated by a simple foot 
pedal (hand operation optional), are easy 
to apply and release. M. Neushul Co 
Inc., 1852 E. Pacific Coast Highway 
Wilmington, Cal 


Circle No. 5 on coupon 


New Bendix filters 


remove solids and water from JP-4 
JP-5, Avgas and Diesel fuels. Each filter 
consists of one unit of glass fibers and 
another of pleated cellulose. Conforms 
to specification MIL-F-8508. Bendix Fil 
ter Div., Bendix Aviation Corp., 434 W 
!2 Mile Rd., Madison Heights, Mich 


Circle No. 6 on coupon 


e FOR FURTHER INFORMATION 


ing up an island or driveway when 
new pump equipment is installed 
The benefits won't be immediate. 
There are still plenty of problems, 
It will 
be necessary to tear up some islands 


says an operational manager 


in placing the new bases 
When a base ts 
involved 


three 
concrete 
workers, electricians and plumbers 
This can cost $100 for one pump or 
$150 for two pumps changed at the 
same time. With the new standard 
layout, the same bolt holes and elec 
trical conduits can be used. 

The pump manufacturers have also 


replaced, 


unions may be 


agreed to place inside the door of 
a small sticker bearing a 
The diagram 


each unit 
printed conduit diagram 
indicates how conduit connections to 
the pump 
made 


junction box should be 


Floodlight line 


features a patented full-floating sock 
et construction said to insure a pertect 
weatherseal and positive contact with all 
makes of reflector lamps. Socket “floats 
in a cushion-spring cradle that ts sell 
adjusting to variations in lamp sizes and 
shapes. Withstands vibration, shock, pole 
whip Stonco Electric Products Co i435 
Monroe Ave., Kenilworth, NJ 
Circle No 


on coupon 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 


® Reeders’ Information Service 


330 W. 42nd St., New York 36, N. Y. 


Your Inquiry will be forwarded to the manufacturer. Void after Feb., 1959 
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ILLINOIS 


Gashoy' Pues 


For every size consumer- 
commercial account. 
W. W. BARNHART 
106 W. Lincoln Street 
Paris, IIinois 


NEW JERSEY 





e OPW Valves and Fittings 
¢ Blackmer Pumps 
¢ Erie Pumps and Equipment 
e Price Signs 

Repair Parts for 

all Pumps 


TEN HOEVE BROTHERS 
359 Mcleon Bivd., Paterson 3, N. J 








NEW YORK 











EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 





EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lineel: 
Neptune, Huffman, Goodrich, 
Air. Oil, Hydraulic and Gas 
Hose and Coupling Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 


PETROLEUM MAINTENANCE & EQUIPMENT SALES 
DISTRIBUTORS FOR: Wayne Pumps & Equipment, 
0.P.W. Valves and Fittings, Gorman-Rupp, Fill- 
Rite Pumps, Whiteway Lighting, Saylor-Beall Com- 
pressors, Granco Pumps & Meters and National Hose, 
211 Lincoinway West, New Oxford, Pa. 
MAdison 4-4131 








E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 


Member NAOEJ 








Oil Marketing 
Equipment Jobbers 
This Is Your Market Place! 


Write today for Advertising 
Space Rates 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., New York 36, N.Y. 
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What’s New in Equipment 








Fuel gage 

for overhead tanks can be read 
from the ground, and is said to have 
an unusually long life. There are no 
controls inside the tank. Fuel actually 
flows through a clear, plastic tube mount- 
ed externally and extending the full 
height of the tank. Byroad Mfg. Co., 
426 §. Hancock St., Indianapolis 22, 
Ind. 


Circle No. 8, on coupon, p. 161 


Barrel handler 


. is combination lifter, tipper and 
stacker. Lifts drums or barrels to de- 
sired height; then by remote control, 
drum can be tipped forward or back- 
ward or revolved in a complete circle. 
easily converts to forklift. Stratton 
Equipment Co., 2030 E. 105th St., 
Cleveland 6, Ohio. 


Circle No. 9, on coupon, p. 161 


Flow controller 


for blending operations where it 
is required to dispense a specific num- 
ber of gallons per minute in a given 
period of time. Said to control flow rate 
within % of 1% accuracy regardless of 
pump pressure or viscosity. Bowser, Inc., 
Meter Div., 1300 Creighton Ave., Ft. 
Wayne, Ind. 


Circle No. 10, on coupon, p. 161 


NATIONAL 


Outlet valve 


, known as the Warren Ecliptic 
valve, has been improved by the addition 
of an external spring, to make it self- 
closing. Designed’ as a low-cost, quick- 
acting valve for petroleum tanks. Made 
of fabricated steel, with stainless stem, 
brass disc, and easily replaced “O” ring 
seat. Betts Machine Co., Warren, Pa. 
Circle No. 11, on coupon, p. 161 


Outdoor sign 

. . employs a new “free-floating” design 
principle said to withstand winds of 65 
mph without toppling. The all-metal sign 
standard, for use on station driveways, 
supports pivoted sign sections that swing 
freely in a horizontal plane. Stout Sign 
Co., 6425 W. Florissant, St. Louis, Mo. 

Circle No. 12, on coupon, p. 161 


Valve stem clip 

is a slip-on, self-locking device 
that prevents the valve stem from drop- 
ping into the casing in the event of a 
flat tire. By holding the entire valve 
body inside the rim, the valve body is 
prevented from damaged the casing or 
starting a tire fire. Carlan Instruments 
Co., 1375 Park Ave., Cranston 9, R. I. 


Circle No. 13, on coupon, p. 161 


Visularm condulets 

give at-a-glance indication of op- 
erating conditions wherever constant 
supervision is desirable. High-speed flash- 
er light can also be wired to horn, siren 
or bell if audible signal is desired. Type 
EKP visularm is explosion-proof, designed 
for use in hazardous locations. Crouse- 
Hinds Co., Syracuse 1, N.Y. 

Circle No. 14, on coupon, p. 161 


Two special tools 


. for service station use, consist of 
a generator meter and a brake tool. With- 
out leads or connections, the meter pro- 
vides a quick generator check by in- 
duction. The brake tool aids in removing 
and replacing brake shoe return springs 
on Bendix type brakes. Herbrand Div., 
Bingham-Herbrand Corp., Fremont, 
Ohio. 

Circle No. 15, on coupon, p. 161 


Voltmeter 


primarily for use on generators, 
batteries and voltage regulators; can ai 
so be used to test cables and car wir- 
ing. Has an 0-16 volt range, two 5-ft. 
insulated leads, large easy-to-read meter, 
durable plastic case equipped with rub- 
ber feet for resting on car fender while 
testing. Fox Valley Instrument Co., Che- 
boygan, Mich. 

Circle No. 16, on coupon, p. 161 


(Continued or page 165) 
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COUPLING 
ASSEMBLIES 








Free Catalog F-10R provides de- 
failed recommendation and sizing, 
charts — factual information to 
help in planning, selecting and 
determining installation. 





OPW KAMLOKS add extra life to hose . . . guarantee 
greater security in handling all types of liquids. A perfect- 
ly, tight, no-leak seal is made instantly without twisting, 
kinking or straining of hose. Merely slip Adaptor into 
Coupler and press cam levers down. No threads to engage, 
no twisting friction against gaskets, no tools required tor 
a connection that holds fast, stays tight. 


OPW KAMLOKS are available in any combination to meet 
coupling requirements in sizes from '2” to 6” inclusive 


ALL OPW KAMLOKS ARE 100% GAUGED FOR COMPLETE INTERCHANGEABILITY. 


All styles of Adaptors fit in all styles of Couplers of the 
same size. 


BRONZE ¢ MONEL » ALUMINUM «© STAINLESS STEEL » SEMI STEEL 


OPW CORPORATION 


2735 Colerain Ave., Cincinnati 25, Ohio, Kirby 1-5400 
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now! 


ANEW OPERATOR 





by the originators 
of cable control in 1933 
for truck tanks* 


Now, Philadelphia Valve offers a new cable control 
operator which is more compact, more rugged and 
weighs only half as much as our previous model. 
Side frames are of heat-treated aluminum with steel 





cross braces. Levers are of malleable iron, shorter 











and heavier in section, with oilless bronze bearings. 
Malleable iron offset links can be attached to either 
one of two holes providing cable movement of 1% 
in. for older types of emergency valves or 2 in. for 


newer larger valves. 








Other outstanding features of this new 








operator include the following: 


@ Fusible link that will melt in case of fire, permitting a spring- 
loaded trip mechanism to close the valves. 


Provision for manual tripping from two or more remote points 


The end frames are provided with slots so that the operator can 
be converted into a selective type simply by adding a slotted bar 
that slides into the slots 


Adaptable to pulley operation when desired (ball bearing pulleys 
are available) 


In any size frame from 1 to 10 compartments (5-compartment 
operator is only 8 1/8 in. wide x 103/16 in. deep x 1511/16 
in. high and weighs only 14.4 Ib.) 

















Operator can be mounted in any convenient position. 


Send for detailed information and prices U.S, Potent No. 1,932,972 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS: 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. ¢ OIL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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Truck wheel 


.. . Of new design provides independent 
rotation for dual wheels. By leaving each 
wheel in a pair of duals free to find 
its own rolling speed, the Differential 
Dual Wheel is said to cut tire drag 
and save on fuel. Differential Wheel Div., 
Anderson-Bolling Mfg. Co., Grand Ha- 
ven, Mich. 

No. 17 on 


Circle coupon, p. 161 


Spout assembly 


for pails and drums consists of 
gasketed nozzle, vented pouring spout, 
shipping band and Upressit cap. Push- 
pull spout is said to provide full, even 
flow. Spring steel, snap-type cap, with 
ten lug fingers and polyethylene-faced 
liner protects against leaking and 
evaporation. Fitting is available with or 
without pouring spout. Cap can be litho- 
graphed in colors. Upressit Metal Cap 
Corp., Danbury, Conn. 
Circle No. 18 on p. 161 


coupon, 


Directional switch 

. is a non-cancelling switch for truck 
directional switches with a flashing pilot 
light. Has a built-in emergency switch 
that operates all four directional signals 
simultaneously. Has Tungsol flasher, fuse 
assembly, plastic tipped handle and ad- 
justable harness for steering column. 
Betts Machine Co., Warren, Pa. 


Circle No. 19 on coupon, p. 161 


Tool set 


. consists of 232 tools complete with 
tool chest, drawer section and roll-cab 
Designed for servicing cars and trucks, 
gas or diesel engines, factory machines 
or materials handling equipment. Tools 
are of top quality according to manu- 
facturer. Snap-On Tools Corp., 8028 
28th Ave., Kenosha, Wis. 


Circle No. 20 on coupon, p. 161 


Soap dispenser 


6% has been added to the Wohlert 
vehicle washing equipment line. Uses 
special %-lb. soap sticks guaranteed to 
leave surface free of streaks or spots 
Can be added to existing washers or 
available as accessory on any of nine 
new models. Wohlert Corp., Lansing 5, 
Mich. 
Circle 


No. 21 on coupon, p. 161 


Motor oil tester 


measures detergent qualities by 
exposing sample to an element composed 
of indicator materials and by rapidly 
checking the oil’s degree of ability to 
alter the element in size or weight. Cov- 
ered by patent No. 2,841,980 issued to 
Tyler Kay, 775 Main St., Buffalo 3, 
N.Y. 


Circle No. 22 on coupon, p. 161 


Joint sealant 


ats is a synthetic rubber compound 
that contains no oils to oxidize or de 
teriorate from corrosive vapors. Said to 
form permanent seals for cracks and 








Without Fusible Link 


What’s New in Equipment 





joints in masonry, metal or wood. Ston 
last is available in four colors. Stonhard 
Co., Inc., Dept. SL, 1306 Spring Gar- 
den St., Philadelphia 23, Pa 


Circle No. 23 on coupon, p. 161 


First aid kits 


for heavy-duty emergency service, 
contain unit-wrapped items boldly labeled 
and arranged for immediate recognition 
and access. Facsimile index on case lid 
locates all items and concise in 
structions for use. General Scientific 
Equipment Co. P.O. Box 3038, Phila 
delphia 50, Pa 


Circle No. 23a on coupon, p. 161 


gives 


IMPACT SAFETY 
CHECK VALVE 
with fusible link 


Whatever 
the local 
regulations... 





HERE’S SURE PROTECTION 


for remote control 


Tokheim’s line-up of Impact Safety 
Check Valves provides just the 
protection you need in case of 
pedestal collision —in case of fire. 
A model for every state regulation 
—every installation. 

Series 1098 snaps shut on 100- 
lb. blow to dispensing pedestal. 


Pendant disengages from poppet 


General Products Division 


pumping systems! 


stem; valve closes instantly. Series 
1099 has, in addition, a fusible link 
which melts at 160°—triggers valve 
shut; stops product flow. Cover 
plates are interchangeable to con- 
vert one valve to another. All are 
externally tamperproof have 
threaded or Dresser ends...1'4" or 


2” sizes. Write for literature today. 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1650 WABASH AVENUE, FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokhe 
Lucerne, Switzerland; GenPro Inc., Shelbyv 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge 
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VIKING ROTARY PUMPS... 


WHY... 


of selecting 


Viking Pumps will do a multiple number of jobs 
for you at less cost. 


They are self-priming; they will handle foam 
and entrained gases without complaint. 

They will meter in direct response to speed 
control and hold the same flow against widely 
varying pressures. They are reversible. 

Standard and heavy duty models cover 
capacities from 44 to 1050 GPM, pressures up to 
200 PSI. Liquid viscosities present no problems. 
Thin, non-lubricating liquids or heavy, viscous 
liquids can be pumped successfully. 

The temperature range is very broad 
(500° F. is not uncommon). Available in many 
types of construction — iron, bronze, niresist, 
steel, nickel, stainless and other metalurgies. 
Packed or mechanical sealed shafts are optional. 

You have a choice of over 750 catalogued 
models and thousands of specially constructed 
pumps ... the widest in the industry. 


To help you select the right 
Viking Pump for your job, ask for 
Catalog KR. It answers your 
rotary pump problems in an easy- 
to-understand way. 


VIKING PUMP COMPANY 


CEDAR FALLS, IOWA, U.S.A. 
“ROTO-KING" pumps 


Offices and Distributors in Principal Cities 
See Your Classified Telephone Directory 


1 na t's 
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What’s New in Equipment 





Slide sleeves 


for loading arm assemblies with 
Teflon impregnated asbestos as standard 
packing material are a feature of OPW 
catalog F-32 and Bulletin SBR 45-58. 
The packing is inert, durable, will not 
shrink or swell and is self-lubricating. 
OPW Corp., 2735 Colerain Ave., Cin- 
cinnati 25, Ohio. 

Circle No. 24 on coupon, p. 161 


Protective clothing 


for a variety of industrial needs 
is presented in a new 8-page catalog. 
Contains illustrations and descriptions of 
work suits, raincoats, storm suits, gloves, 
aprons, Koroseal film sleeve protectors, 
rubber coated leggings and hats. Charts 
cover weight, service, color and material. 
B. F. Goodrich Industrial Products Co., 
Akron, Ohio. 


Circle No. 25 on coupon, p. 161 


Truck meters 

are described in a new bulletin 
on Brodie line of combination meters 
and strainer-air eliminators in 60 to 100 
gpm capacities for use on tank trucks 
handling gasoline, heating oil, diesel 
fuel. Also covers counters, printers and 
shutoff valves. Bulletin 664, Ralph N. 
Brodie Co., San Leandro, Cal. 


Circle No. 26 on coupon, p. 161 


Hand pumps 


... for farm, factory, construction, high- 
way, marine and general petroleum in- 
dustry uses are described and illustrated 
in a new 2-page bulletin P-58. Designed 
for portable or permanent service, most 
models have 1'%-in. and 2-in. male 
threads. Byroad Mfg. Corp. 426 Han- 
cock St., Indianapolis 22, Ind. 


Circle No. 27 on coupon, p. 161 


Porcelain enamel 


as applied to service station ex- 
teriors is presented in a new brochure. 
Latest station designs used by oil com- 
panies in many parts of the country 
are shown in full color along with por- 
celain enamel details. Davidson Enamel 
Products, Inc., 1126 E. Kibby St., Lima, 
Ohio. 


Circle No, 28 on coupon, p. 161 
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Duct heaters 


. . . for service station and similar ap- 
plications are described in a new 4-page 
bulletin, No. 9717. Installation type draw- 
ings are prescuted together with basic 
dimensional information for each model 
in the full line. American Standard, 
American Blower Div., Detroit 32, Mich. 


Circle No. 29 on coupon, p. 161 


Hand tools 


. . . for all types of service and main- 
tenance work are presented in a new, 
complete 156-page /ndustrial Tool Cata- 
log. Included is a complete range of 
automotive tools and shop equipment for 
truck fleet. Snap-On Tools Corp., 8028 
28th Ave., Kenosha, Wis. 
Circle No. 30 on coupon, p. 161 


Tool catalog 


. covers the complete line of Her- 
brand mechanics’ hand tools. Catalog 56 
is ready-punched to fit any style binder. 
Includes complete description of each 
item, with over 400 photographs and 
drawings. Price 25c. Herbrand Div., 
Bingham-Herbrand Corp., Fremont, Ohio. 

Circle No. 31 on coupon, p. 161 


Threadless fittings 


. of maleable iron for joining steel 
pipe are covered in a 6-page catalog. 
Illustrated are straight and _ reducing 
couplings, elbows and tees (sizes from 
Y% in. through 2 in.) that form a leak- 
proof seal by compression. Telsco Fit- 
tings Div., 5422 Redfield St., Dallas, Tex. 

Circle No. 32 on coupon, p. 161 


Suppliers ... 





Revere Electric Manufacturing Co., 
maker of outdoor station lighting equip- 
ment, now occupies its new plant at 
7420 Lehigh Ave., Niles, Ill., a suburb 
northwest of Chicago. Space about dou- 
bles former quarters. 


Federal-Mogul Service has developed 
a new installation tool for front wheel 
seals. It’s supplied with 10 plastic 
adapters in a case with a built-in appli- 
cation chart. Available to users of Na- 
tional Oil Seal cabinet service stocks. 


Horix Manufacturing Co., Pittsburgh, 
has appointed the General Packaging 
Machinery Co., 7472 Melrose Ave., Los 
Angeles 46, Calif., as its representative 
in the Southern California area, for the 
Horix line of can filling equipment. 


Gates Rubber Co., Denver, has applied 
for re-affiliation as an associate member 
of the National Assn. of Oil Equipment 
Jobbers. Gates makes all types of petro- 
leum marketing hose as well as a line 
of V-belts. 





Du Pont’s petroleum chemicals divi- 
sion now has available in experimental 
quantities an additive said to provide an 
effective chemical coating on metal sur- 
faces containing copper, thereby pro- 
moting gasoline stability and retarding 
the formation of gum and insoluble resi- 
dues. Compound PL-297 may also have 
value, Du Pont suggests, in fuel oils, 
some lubricants and other hydrocarbons 
in eliminating catalytic effects of copper. 


What's New in Equipment 





Beaman Engineering Co., Greensboro, 
N.C., has merged with the architectural 
division of the Fletcher Enamel Co., 
Dunbar, W. Va. Beaman has been an 
architectural porcelain contractor offer 
ing complete design, engineering and 
erection service. Fletcher is a producer 
of architectural porcelain for service 
stations and other structures. Products 
will be identified by the trade name 
Beco Metal-Wal. 





Your surest protection against 
fire and collision losses . . . 


(() 


IN CASE OF FIRE 


Fusible Link melts at 160 
automatically closing No. 10. 


p>) 
IF PEDESTAL IS OVERTURNED 


Machined Shear Section 
breaks at 250 ft. ib. torque 
Closing line 





No. 10 REMOTE PUMP 
SAFETY SHUT-OFF VALVE 


for service station pedestals of remote 
pumping systems or installations where ele- 
vated tanks supply pressure to dispensers 


ONLY OPW's No. 10 HAS ALL _ 


IF PEDESTAL IS BUMPED 


Spring Loaded Latch... releases 
automatically closing No. 10 


_ > 


AAT vem, 

S geelaa 
\f 
A Up ry 
4 - 
od 


THESE IMPORTANT FEATURES 


Cast Iron Body with Machined Shear Sec- 
tion e Leak Proof Seat e Spring Loaded 
Latch e Weighted Lever e Fusible Link e Air 
Test Opening « Swing Check Design for Full 
Flow e Drive Lugs on Body For Pit Instal- 


lation. 


EXCLUSIVE WITH OPW’s No. 10 


e Can be used as a manually operated shut-off 
valve when repair or removal of pedestal is nec- 


essary. 


Can be manually reset without the use of tools 


or shut-down of pumping system. 


Has air test opening for checking piping system 
against leaks without “breaking-a-line” or remov 


ing the valve. 


Write for free manual F-47 for complete informa- 


tion about this valve. 


PHONE 


‘ 2735 COLERAIN AVENUE 
OPW CORPORATION edhe gy Rag 
4 Fy 


Kirby 1-5400 


Valves @ Fittings @ Assemblies for handling hazardous liquids 
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CASH IN BIG ON NEW WESTINGHOUSE 
“AIM FOR PROFITS” DEAL! 


‘ : CHANGE TO THE... 
; Ge. SAFEST 
, : . LIGHTING 

Westinghouse 


SAFE-T-B 
HEADLAMPS” 
















REVOLUTIONARY NEW LEV-L-LITE AIMER 

+ Complete aiming kit includes two aimers, two sets of 
adapters, precision transit to compensate aimers for 
uneven floors ! 

+ Takes care of all 2- and 4-headlamp systems! 

« Checks headlamps vertically and horizontally without 
removing headlamp doors! 

« Aims beams to accuracy of % inch at 25 feet! 

« Checks headlamps faster than you can clean car windows! 

Meets S.A.E. requirements! 


WESTINGHOUSE SAFE-T-BEAM™ 
HEADLAMP ASSORTMENT 


12 Safe-T-Beam Headlamps come in free colorful 
merchandiser that contains five 5040S (6v.), three 
5400S (12v.) and two each 4001 and 4002 (12v.). 
Plus 2 free attention-getting banners that promote 
headlamp sales and aiming service. 


Today’s powerful 4-headlamp systems make headlamp aiming more profitable than ever! And thanks to the big national 
promotion, motorists know it! Cash in on the big push with the aimer that handles all 2- and 4-headlamp systems on 
any car equipped with sealed beams! 


Here's what you get: Here’s how your AFP-2 Aimer Pack can pay for itself in a hurry: 
Buy the complete AFP-2 Aimer Pack which includes 1. Sell the 12 new headlamps in the deal............. $29.60 
2 aimers and adapters........ $49.45 regular dealer price 2. Aim these 12 headlamps (avg. charge $1.50 per pr.).. 9.00 
12 Safe-T-Beam headlamps.... 16.56 regular dealer price 3, Use the aimer only 4 more times. ... Jocseeeeeeeees 6.00 
$66.01 total regular price $44.60 
But you pay only............$43.95* 4. Your aimer is now paid for... clear profit ahead. 
VOU GAVE... cc cccccccens $22.06 *Includes $10.00 allowance for old aimer. (Prices shown are suggested ) 


REMEMBER, only Westinghouse Safe- 


T-Beam headlamps offer glare shielding 


> 


“UU 


; = S 
on all beams. Be sure to specify BZ S 


a 


Zune YOU CAN BE SURE...1F ws Westi nghou Se 


Westinghouse on every lamp order. Ceormyey 
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Wanted: Midwest Crystal Ball 


If you think you know what’s going to happen to Midwest gasoline prices between 
now and Christmas, you’re the guy every marketing vice president in that area 
would like to see. The swivel-chair seers don’t have a ghost of a sure idea. 

Basically, the almost bottomless Chicagoland prices must be laid to oversupply. 
Specifically, too many suppliers are vying for the buck of truck buyers. An excess 
of barged-in Gulf Coast material, refined from imported crude, has been piled 
on the Midwest market. This material—with no regular outlet—has been calling 
the tune, and Chicago prices have danced down 1I¢ a gal. In October some dis- 
count prices still ranged 0.5¢ a gal. lower. 

But there are some hopeful signs: 

e The supply of the excess product may be dwindling. At least one Southwest 
refiner who entered Chicago with 50,000 bbl. in the Little Inch last summer has 
decided to get out and stay out. Another Gulf shipper is revamping his operations 
to market products upstream at “going” rather than “shaded” prices. This seller 
apparently decided he couldn’t get away with price shading without pulling the 
house down around him. 

e Inventories may be declining. Whereas August stocks in the Midwest bulged 
15% above those of a year ago, recent figures tipped below 10% 

e Some sparingness is showing in crude runs. 

e Distillate stocks upriver are appreciably above 1957, temporarily minimizing 
the hazard of stepped up gasoline output to meet fuel oil demands 

On the other hand, retail markets for gasoline are as ragged in the Midwest as 
they’ve been in years, including the normally firm Chicago area. Tank wagon 
prices were under severe pressure in mid-October. 

And wholesale sickness from the Mississippi and Chicago have backed up into 
the Great Lakes Pipe Line “territory,” the last bastion of Midwest firmness 

An untold number of secret term contract deals have been anxiously entered 
into recently. They mostly call for sales at “so much off” no matter how low the 
open market falls. Each time competitors uncover such a deal, they get extra jit 
ters. Right now, too, the season is a natural enemy of gasoline prices. Jobbers 
scoff at refiner talk of price rises in late autumn . . . and usually keep on scoffling 
until Memorial Day. 

The joker in the pack is the teamsters’ strike-threat in Chicago. If the teamsters 
call a walk-out, the effect would be that of a localized “Suez Crisis.” A strike on a 
cold day of heavy distillate demand, and an acute shortage of hauling equipment, 
could lead to sharply higher prices for all products overnight. 

So place your bets, gentlemen—the odds are even. 





YOUR GUIDE TO NPN PRICES 


Market barometer page I7I 
Refinery and terminal prices 172 
Key crude oil prices 173 
Tank wagon prices 174 
Gasoline consumption by states 176 
Gasoline prices for 55 cities 177 
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MARKET OUTLOOK 
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OIL FOR TO-DAY AND TO-MORROW 
PETROLEOS = MeERICANOS 





serving mexico with better gas 
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PRODUCTS VS. CRUDE GULF COAST 


PRODUCTS VS. CRUDE MID-CONTINENT 
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MARKET BAROMETER 
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No 6 fuel, no 


Miami, Fla. 








° . . sulf quar. $2.48 Kerosine, No. 1, .11.6 
e inery an ermina rices do barges $2.45V Diesel oil, shore 
Light Diesel, plants vane sae 
awe $4.18 No. 6 fuel, ne 
leavy Diesel, sulf. guar $2.43 
All prices are supplied by Platt’s Oligram Price Service, NPN‘s as- bunkers. $3.90 do barges $2.40 
sociated publication. Arrows indicate upward or downward movement Bunker C, , Light Diesel, 
of the price preceding the arrow. Prices as of September 15. Last pre- bunkers $2.45 bunkers $4.704 
vious listing: August 15. Baton Rouge, La aaa ©. 
Kerosine, No. 1. . 10.2 bonkers. $2.40 
° W. Ton. (Tox. & Now Mex. Shpt.) crake ge iam Minneapolis/St. Paul, Minn. 
otor aso ine Hesse ccm 5.5-16.3 manes Gihy Peeve Range oil, No. 1..11.25-12.8 
95 oct. prem 15.5-15.55 plants ).1 No. 2 fuel 10.5-12 
; ; 8 oct. re 75-14.2! 2.7: No. ; 
Gulf Coast Cargoes a ve Sas 12.75 * ra a 7 bee “ $2.72 No. 5 fuel, high 
100 oct. prem 12.625W-14¥ “4 £ 12 45 1 3.75 . u n $2.13 sulfur 8.9-9.4 
49 oct, prem 12 25W 13.5 oct. reg 12.75-13.75 — a $2.10 No. 6 fuel, high 
98 oct, prem 11.75W-12.875 W. Tex. (Tex. & New Mex. Shot. Light I Bes - sulfur 7.9-8.7 
97 oct. prem... 11.625W-12.625 97 oct. prem... . . 15.625-15.75 ae a 
95 oct. prem 11. 25W 12.25 95 oct. prem 14.875-15.5 “pecan: $4.10 Kerosine, No. 1. .11 
93 oct. prem 10.75 -11.75 88 oct. reg 13.25-13.75 monry Diesel, No. 2 fuel 10.8 
92 oct. prem 105-115 86 oct. reg 1313.25 Bur wey ; $3.85 Light Diesel, 
0 oct. prem 10.25W 12 84 oct, reg 13 t eo sity ; $2.10V bunkers $4,265 
~ : y re 4 
80 oct, reg 9.870 -10.625 E. Texas (Truck transport lots) 
Hoct. reg 9.5 10.5 97 oct. prem 15-15.75 Boston, Mass. New Haven, Conn. 
83 oct. reg 9.375 -10.375 88 oct, reg 13.25-13.5 Kerosine, No. 1. 10.5 Kerosine, No. 1. 10.4 
79 oct reg 9.125 10.125 86 oct. reg 13-13.75 No. 2 fuel 10 No. 2 fuel 99 
70-72 oct. M 9V-10 84 oct. reg 13-13.25 Diesel oil, shore aaa - 
Albany, N. Y. , : ' , plants 10.4 gare 
aecat ono - pongo a re lots No. 5 fuel $3.24 No. 4 fuel $3.40 
92 oct. reg of t - = 15 128 No. 6 Fuel, no No. 6 fuel, no 
5 06 orem o.1Z0 ; “ r . guar. 2.50 
Baltimore, Md. SS oct, reg 14 oult. quae | opt “7 orn 3 ' 
do barges $2.46 do barges 2.44 
0% oct. prem 86 oct. reg 13.5 « Ligt se 
- Light Diesel ight Diesel, 
96 oct. prem 84 oct. reg 13.25 : ; 2 
bunkers $4.22 bunkers $4.20 
92 oct. reg 129 60 oct. M & be Bunker C ne Bunker C 
90 oct. reg iid 13.25 bunkers... $2.46V bunkers $247v 
Boston, Mass Ark. (For shpt. to Ark. & La. 
98 oct. prem 16.2-17.2 98 oct, prem 14.5 Buffalo, N. Y. New Orleans, La. 
96 oct. prem 16.2-17.2 94 oct. reg 13.25 Kerosine (a) 11.7! Kerosine, No. 1. 10.2 
92 oct. reg 137-147 92 oct, prem 12.75 Diesel fuel (a 11.75 No. 2 fuel 9.8 
90 oct. reg 13.7-14.7 89 oct. reg 12 No. 2 fuel (a) 11.35 Diesel oil, shore 
“fe & 14 
Buffal 86 oct. reg 11.75 No 5 fuel 8.65 plants 10.1 
ae no y bol 18.9 84 oct. reg 11.5 No. 6 fuel 8.15 No. 5 fuel $2.72V 
92 oct. reg 154 Kans. (For Kans. destinations only a) Prices of some sellers to bulk com- — = wi $2.13 
Charleston, 8. C. = sp aig - a < mercial consumers are 0.15¢ higher yo oat $2 10 
97 oct. prem 7 oct, reg 2.75-13 2 
98 oct ots + Ae 71 60 oct. M & be Charleston, $. C. Light Diesel, 
5 oct. prem 15 14.65 Hs we 40 Kerosine. No, 1. 10. bunkers $4.15 
90 oct. reg 124 14 w 11.75-12.25 Kerosine, No. ) 
43 ' 2 M No. 2 fuel 10.3 Heavy Diesel, 
87 oct. reg 12.4W-12.65 Western Penna. Bradford-Warren icesl oil. shia . bunkers $3.90 
( > se , shore " 
Chicago, 1 . i ; eg 4 he plants 10.4 Bunker C, 
99 oct. prem MW 14.25 ee — seed No. 5 fuel $2.04V bunkers 2.10 
#8 oct. prem 13.750 Oil City No. 6 fuel, no 
97 oct. prem 13 ~ f 94 oct. prem sulf. guar $2 isv New York Harbor 
92 oct. prem 11.62 11.75 88 oct. reg do barges $2.42 Kerosine, No. 1. .10.4 
#1 vet, reg 11.5v Pittsburgh Light Diesel, _ do barges 9.95-10.2 
80 oct. reg 11.25 94 oct. prem bunkers $4.21 No. 2 fuel 9.9 am 
Detroit, Mic. 88 oct. reg Bunker C, a pore 9.45-9.7 
OX kr : yunkers 2.42 ese! oll, shore 
o - prem us x - Ohio Quotations by Sohio for bunker 82.420 mee ragga 10.3 
2 weernen 3.26 -13.5 delivery to Ohio points Chicago, III. No. 4 fuel $3.18-3.82 
Houston, Tex. 10 oct, reg MAW Range oil, No. 1.. 10.25-12.35 do barges. .... .$3.00W~-3.74 
97 oct. prem 15 15 16.25 Central Michigan No. 2 fuel 9.5-11.35 No. 5 fuel 2.87 
10 oct. reg 12.7-12.75 100 oct. prem 16.75 No. 5 fuel, low do barges $2.84 
Jacksonville, Fla 8 oct. prem 16 sulfur 8.2 No. 6 fuel, no 
97 oct, prem 154-164 92 oct. reg 13.75 No. 5 fuel, high sulf. guar. 2.40 uy 
90 oct. reg 13.4-14.15 California-Los Angeles District ag 815A 8.25 A _do barges 2.37 -2.45 
Miami, Fla oitty o. 6 fuel, low 7 No. 6 fuel, max. 
97 . OR ; - sulfur 715A 1% sulf. $2.78 
7 oct. prem 15.4 oct, prem 14.25 -16.7 ~~ 
} . ‘ . ‘ ~ +e No. 6 fuel, high do barges $2.67-2.75 
W oct. reg 13.4 04 oct. prem 13.25 15.6 oe * 
se y BS nok. red 12:95 13.6 sulfur bY ATA Light Diesel, 
inneapolis-St. Paul, Minn a tne + Cleveland, Ohio bunkers $4.18 
0 oct. prem 16.06 4 oct. reg 11.25 13.6 No. 5f { 
Y ) 5.06 o. 5 fuel 94 Heavy Diesel, 
WS oct. prem 15.81 Tank Car: e No. 6 fuel 8.9 bunkers $5.90 
AYoct. reg 13.06 He oct. prem 4.25 16.7 *Delivered Cleveland Bunker C, v 
M ’ 04 oct. prem $2 15.6 : t ers 2.37 -2.45 
ak can 15 1-18: 88 oct. reg 12. 95W 13.6 Corpus Christi, Tex. yunkers $2.57 
0 oct. reg 13) 44 oct, reg 11.25W-13.6 No. 6 fuel, no ue Norfolk, Va. 
New Orleans, La Tank Truck (400 or more sulf ~ 2 OW Kerosine, No. 1. . 10.4 
97 oct pose Of 06 oct. prem 20.9 B = ta $2.10 No. 2 fuel 9.9 
00 es 94 oct. reg 17.4 unker \, , Diesel oil, shore 
oct, reg am Dietri bunkers $2.10V plants 10.3 
Norfolk, Va. : — ee a wai Detroit, Mich. No. 6 fuel, no 
98 oct. prem 15.05. 18.5 OR ahh sara Ky ‘4 Diesel oil 12.25 sulf. guar. $2.50 
16 oct prem 15.05 94 oct ze 7 bs No. 1 fuel 12.25 do barges $2.44 
02 oct. reg 13.05-14.9 » FOG , No. 2 fuel 11.25 Light Diesel $4.18 
00 oct. reg 13.05 ° ° No. 5 fuel 8.35 Heavy Diesel, 
Pensacola, Fla. Distillates & Fuels No. 6 fuel 7.85 bunkers $3.90 
07 o¢t, prem 15.2 Bunker ©, 
90 vet. reg 13.2 Gulf Coast Cargoes pg sags we bunkers 244v 
Philadelphia, Ps 41-43 ww. kero. 8.875-9.125 Kerosine No, 1 0.25 11 
Some a os 17.3-18.3 No. 2 fuel 8.625-9 do barges 9.75 Pensacola, Fla. 
parr 4 5 14 : 53-87 d.i. gas oil. 9-9.75 No. 2 fuel 9.5-10.75 Kerosine, No. 1. 11.1 
4 « 48-52 d.i. gas oil, 8.875-9.5 do barges 9.25 No. 2 fuel 10.9 
Port Everglades, Fla 43-47 d.i. gas oil. .8.75-9.25 Diesel oil, shore Diesel oil, shore 
Y7 vet, prem 148-164 Bunker C fuel, . $2.00W-2.10W plants 10.125-10.75 plants 10.9 
00 oct. reg 12.8 13.4 Bunker C fuel No. 6 fuel, no 
Savannah, Ga max. 1% sulf $2.00V-2.15¥ sulf. guar 2 By 2.30 Philadelphia, Pa. 
y7 f ao De wal 2 Bi 3 B. 
97 oct. prem M4 bv 16.4 Albany, N. Y af o am, $2.10 —— No 1 os 4 
Son prem 14.25 : Kerosine, No. 1. . 10.6 banker ss $4.15 No. 2 rh 99 ‘ 
90 oct, reg | BN 13.4 No. 2 fuel 10.1 _ ¢ A os 5 , . uel. 965 
7 oct. reg 12.25 Diesel oil, shore t el — $3.90 Di eter a _ sf 
Tampa, Fla plants 10.5 yeaa ee ail 
07 oct. prem 14.7- 16.3 No. 4 fuel $3.38-4.08 Bunker C, plants sas 
‘ ee ; : bunkers $2.10¥ No. 4 fuel $3.43 
10 oct. reg 12.7-13.3 No, 6 fuel, no No. 5 fuel $3.25 
Wilmington, N. C. ; sulf, guar $2.55V .acksonville, Fla. No. 6 fuel, no 
97 oct, prem 14.2-17.2 Baltimore, Md. Kerosine, No. 1, . 11.5 sulf. guar $2.40Y-2 ay 
05 oct. prem 14.2) : Kerosine, No 10.4 No. 2 fuel 11.3 do barges $2.37 -2.45 
au oct. reg 12.15 14.7 do barges 10.15 Diese! oil, shore No. 6 fuel, max. 
87 oct, reg 12.15 No. 2 fuel 9.9 plants 11.3 1% sulf. $2.50V aaey 
Okla. (Okla. Shpt do barges 9.65 No. 6 fuel, no do barges $2.47 -2.55 
98 oct, prem 55-16 Diesel oil, shore sulf. guar $2.45 Light Diesel, 
89 oct, reg 12.75-13 plants 10.3 do barges $2.42 bunkers $4.18 
‘ No. 4 fuel $5.20 Light Diesel, Heavy Diesel, 
Okla. Group 3 (Northern hpt do barges $3.23 bunkers $4.746 bunkers $3.90 
08 oct. prem 14.75-15.75 No. 5 fuel $2.97 Bunker C, Bunker C, 
98 oct. reg 12-12.75 do barges $2.91 bunkers 2.42 bunkers. $2.37 -2.45V 
) : 
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United States 
California 


Texas 
Mid-Continent 


Williston Basin 





Key Crude Oil Prices (as of october 15) 


Wilmington, 31 gravity 
West Texas sour, 36 gravity 


Oklahoma sweet, 36 gravity 


2.94 


2 93-3.07 








North Dakota, 36 gravity 3.07 
Pennsylvania 
Bradford, flat 3.90 
Canada 
Alberta 
Pembina, flat » 52 
Venezuela 
Bachaquero heavy, FOB Las Piedras, flat 1 78-2.05 
Middle Eas' 
Persian Gulf, FOB Ras Tanura 
Arabian, 34 gravity 2 OR 
Port Everglades, Fla. No. 1 fuel 9.75 
Kerosine, No. 1. 11.15-11.4 No. 2 fuel 9 
No. 2 fuel 10.9-11.2 No. 6 fuel $1.404-1.45 
Diesel oil, shore 
siats . ‘ 10.9-11.2 N. Tex. (Tex. & New Mex. shpt.) 
No. 6 fuel, no 42-44 w.w. : 
sulf. guar... .... . $2.43 kerosine 10-11.25 
do barges $2.40 58 & above d.i. 
Light Diesel, Diesel 10-11 
bunkers $4.704 No. 6 fuel $1.65-2.50 
Bunker C, ; 
bunkers 2.400 = pm oe & New Mex. shpt. 
Portland, Me. kerosine 11-11.25 
Kerosine, No. 1. . 10.6 58 & above d.i - 
No. 2 fuel 10.1 Diesel 10.75 
Diesel oil, shore - 1 aa be 25-11 
lants 10.5 o. 2 fue 
No.6 fuel, no No. 6 fuel $2.60 
sulf. guar. $2.54V E. Tex. (Truck transport lots 
do barges $2.46 42-44 4.3, 
Bunker C, kerosine 10-10.¢ 
bunkers. . . $2.46V 58 & shove di 
Diesel 9.5-10.5 
Keresine, No 105 No. 2 fuel... 9.75 
agony ‘ 5 fi 50 
No. 2 fuel 10 No. 6 fuel $1.50A-2 
Diesel oil, shore = W. Tex. (Truck rel lots 
plants 10.4 
No. 5 fuel $3.24V kerosine... 11 
No. 6 fuel, no y i « “wee di aie 
If 2.53 lese 75 
wo 2 1 2v No. 6 fuel 2.60 
No. 6 fuel, max. Kansas (For Kans. destinations only 
1% sulf. 2.88-2.96 12-44 w.w. 
do barges 2.81 kerosine 10.25-10.5 
Bunker C, 52 & below d.i 
bunkers $2.46 Diesel 10 
58 & above d.i 
Savannah, Ga. al - 
Kerosine, No. 1. 10.95-11.5 pag byt age 
No. 2 fuel 10.65--11.3 No > fuel bs 95 “ 
Diesel oil, shore aes No.5 fuel 170 
plants 10.75-11.3 sary ie ; 7 
No. 5 fuel $3.01 No. 6 fuel $1.35-1.55 
No. 6 fuel, no Ark. (For shpt. to Ark. & La.) 
2.45 42-44 w.w. 
eT 2 ny kerosine 10.875 
Light Diesel, Tractor fuel ll 
bunkers $4.746 52 & below d.i 
Bunker C, Diesel 10 
bunkers $2.42v 58 & above d.i me 
Diesel 10.375 
Tampa, Fla. No. 2 fuel 10 
Kerosine, No. 1. .11.05-11.3 No. 4 fuel $2.15 
No. 2 fuel 10.8-11.1 No. & fuel $1.95 
Diesel oil, shore No. 6 fuel $1,904 
plete estate Western Penna Bradford- Warren 
No. 6 fuel, no | . dias ° 12-12.25 
sulf. guar. $2.37 aN cakans Tea ay Rea 
do barges $2.34V 7 “1 iese "i 
) 0. uel 11.75 
Light Diesel wen No. 2 fuel 11.25-11.5 
Bunker C « <0 A 
‘ ‘ 36-40 gravity fuel.10.75-11.25 
bunkers .. $2.34 
Oil City 
Toledo, Ohio 12.15 Kerosine 12.5-12.7 
‘cher aa 09. 50 cetane Diesel. . 11.5 
Diesel oil. . . 10.9 No. 1 fuel 1175-122 
af | gene No. 2 fuel 11.5-11.85 
NO. i eee ee 
No. 5 fuel 8.25 Pittsburgh 
No. 6 fuel 7.75 Kerosine 11.4-13 
wit | 50 cetane Diesel. .11.15~11.45 
Witmington, N.C. No. 1 fuel 11.4-11.75 
Keresine, No, 1. . 108 No. 2 fuel 10.9-12 
No. 3 Saal _ 36-40 gravity fuel.10.75 
Diesel oil, shore : Contral Michigan 
lants..... 10 entral Michiga 
No.4 fuel $3.24 Range oil, kero- 
Light Diesel, _ 12.54-13.5 
bunkers $4.21 P. W. distillate. ..13.6 
Okla. (Okla. shpt.) No. 2 fuel 11.5A-12.4 
a U. G. I. gas oil...11 
kerosine.........10.125-10.5 No. 5 fuel 8.6-8.7, 
58 & above d.i. No. 6 fuel 7.85-7.95 
Diesel. woe -9.5-10.25 Ohio Quotations for Sohio for delivery 
No. 1 fuel. ..... .9.875-10 _fo Ohio points 
No. 2 fuel. ..... .9.125-9.25 Kerosine 13.8 
No. 6 fuel $1.40-1.80 No. 1 fuel 13.6 
No. 2 fuel 12.6 


Okla. Group 3 (Northern shot.) 


42-44 w.w. 

kerosine.... 10-10.5 

58 & above d.i 

Diesel... . 9.625-10.125 


November, 1958 + 


Atlantic Refining 


California—Los Angeles Dist. 
Rack: 


Stove dist 
PS 100 10.5-12 


PETROLEUM NEWS 


Diesel fuel 


PS 200 10-11.25 
Light fuel 

PS 300 $2.80V 
Heavy fuel 

PS 400... $2.15V-2.35¥V 
Tank Car: 

410-43 w.w. 

kerosine 15.3 

Stove dist 

PS 100 10.5-15 
Diese! fuel 

PS 200 10-13.5 
Light fuel 

PS 300 $2.30V 
Heavy fuel 

PS 400 $2.15W-2.35 
Tank Truck (400 gal. or more 
10-43 wow. 

kerosine 18.8 

Stove dist 

PS 100 15.5 

Diesel fuel 

PS 200 14 


San Francisco Dist. 

Tank Car: 

41-43 w.w 

kerosine 15.8 

Stove dist 

PS 100 15.5 

Diesel fuel 

PS 200 14 

Light fuel 

PS 300 $2.55 V-3.08¥ 
Heavy fuel 

PS 400 $2.40V-2.58V 
Tank Truck (400 gal. or more 
10-43 wow 

kerosine 19.3 

Stove dist 

PS 100 16 

Diesel fuel 

PS 200 14.5 

Pacific Coast 

Ships’ bunkers, or deep tank lots 
San Pedro, Calif. 

Diesel—Ps 200... $4.96 

Bunker C—PS 

100 $2.10V 

San Francisco, Calif 


Diesel—-PS 200... $5.17 
Bunker ( PS 
100 $2.15v 


Seattle, Wash 
Diesel—PS 200. $5.42 


Bunker ¢ PS 
100) $2.50V 
Mexico 


Ships’ bunkers: US dollars per bbl. of 
159 liters. 


Guaymas 

Diesel $6.31 
Bunker ¢ $3.20V 
Manzanillo 

Diesel $5.59 
sunker C $3.20 
Minatitlan 

Diesel $452 
Bunker ¢ $2.45 
Salina Cruz 

Diesel $5.59 
Bunker ( $5.20 
Tampico 

Diesel 152A 
Sunker ( $2.45 
Vera Cruz 

sunker ( $2.45 


At most Atlantic Coast points pr ‘ 
some sellers for distillate fuels to bulk 


commercial consumers are 0.154 higher 
than prices shown. 


Natural Gasoline 


Prices are to*blenders on freight bas 

shown; shipments into tanks cars or pipe 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale ess 


otherwise designated 
FOB Group 3 

Grade 26-70 

4.5¢ 

FOB Breckenridge, Tex 


a 26-70 


LP-Gas 


Producers contract prices, tank aI 
New York 

Harbor 9.55, -10.05 
Philadelphia 1.3 

Toledo 8.5 

Houston 5-§.25 

Oklahoma 

Group 3 5 

Baton Rouge 5.375-5.625 
Shreveport 

New Orleans 5.625 

a) Subject to 0.25¢ gal. allowances 

*) Truck transport posting 9.8¢ gal 
ess 0.25¢ gal. discount 


Lubricating Oils 


Western Penna. 
iscous Neutrals—No 

70° F 

200 vis. (180 at 100°) 420 to 425 flash. 
10 p.t 

15 p.t 22 

25 p.t 21 

150 vis. (143 at 100°) 400 to 405 flash 

10 p.t 

15 p.t 20 

25 p.t IY 

Bright stocks 

145 to 155 vis. at 210, No. 8 Co 

10 p.t 

15 p.t 23 

25 p.t 22 

Cylinder stocks 

600 s.r. filterable 15 


Col. Vis. at 


650 s.r 16 

600 flash 17 

630 flash Is 

Mid Continental 

FOB Tulsa basis, for domest hipment 
nly, bright stock, vis. at 210° neutrals 


Vis at 100° 0 104 | 
Bright Stock Conventional 
200 vis. D 

10-25 p.t 23 
150-160 vs. D 

0-10 py } 

10-25 py 20.5 

120 vs. D 

o 10; I 20 

Bright Stock Solvent 
150-160 vis 

0-10 p.p., 05 wii. 23-24 
Neutral Oils Conventional Pale Oils 
60-85 vis. 


No. 2 co 14.75 
86-110 vis. 

No. 2 col 15 

150 vis. No A165 

180 vis. No ol. 16.75 

200 vis. No 3 ol.7 

250 vis. No ol17.5 

280 vis. No 1.17.75 

OO vis No 3 col.18 

Neutral Oils Solvents 95 v1 
170-180 wi 10.25- 20.25 
200-210 vi 19.5-20.5 
100 y 0.5 21.5 


Cylinder Stoc ks 


600 s.r. « 


Gulf Coast 


Solvent Refined © from = Mid-Cor 
tinent grade crude: FOB ship at Gull for 
export 

Bright Stock, vis. at 210 

150-160 vis 

(-10 k.t., 05 v 24 


Neutral Oils Vis. at 100: 95 v.i. 0 10 p.t 
100 ¥y 41) 

200 y 20.5 

100) y 215 

5OO vi 22.5 


South Texas 


Vis. at 100° F.. FOR I fine r 


domestic and or export shipme 
Pale Oils 

OO v Ne 

[5-2 15.5 
200 y 
0) vis. N 
500 v 

750 v No 
hen 8.25 
200 vy No 

' 18.75 
in) ‘ 

4 col 19.25 
Red Oils 

100 vis 

5-fi ool 15.5 
200 ¥ 

5 h 

Oy N 

5 i) 


2000 vy 


>~t) 25 


Aviation Gasoline 


Gulf Coast Cargoes 
Grade 115 145 
Grade 110 130 
Grade 91/96 


Fousten, Tex 


Continued on next page 


Imperial Cig] rice are ner imperial gal; to arrive at price per U. 8 





REFINERY AND TERMINAL PRICES 
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(Continued) New York Domestic 
Grade 80...... 124-30 white 

New Orleans, La. crude scale......8.6 
Grade +7 A ag tee Fully refined 

me 4 * fea 127-133. ........9.05 
New York, N. Y. SPH... .cceses 9.05 
Grade 100/130. ..20 05 149-151 air 10.55 
Grade 01/96 18.55 New York Export 
Grade 80 18.05 124-30 white 


crude scale 


p fin Wax Fully refined 
ara 123-133 
Western Penna. (t.c. in bulk) 135-145 
124-6 AMP white 

crude scale 6.25 


Atlantic Seaboard Petrolatums 


Melting points are AMP, 3° higher than 

EMP Prices for carload lots. Domestic Western Penna. 

srices FOB refinery; scale in bags or bbis.; Bbis.; carloads; tank cars, 2.25¢ less. 
ully refined, slate loose. Export prices a ns 

FAS; scale in bags or bbls; fully refined Snow white . 8 625 
in bags or cartons Soft white 8 25 


New York Harbor 
V.M. & P. 


Lily white....... 8.125 A 

CMR. scccccsce 7.625-7.75 naphtha.........19 

Soft yellow......6 75-6. 875 Mineral spirits. . . 18 

eat even 

BME c5 snes 6.375 V. M. & P. 
naphtha....... 18.5 


Mineral spirits. ..17.5 
Jet Fuel Providence, R. I. 
Mineral spirits... 18.5 
Gulf Coast Cargoes FOB Group 3 
Grade JP-4....... . Stoddard solvent. 13 
Cleaners naphtha. 13 
V.M. & P. 
ap t as naphtha........ 13.875 


Mineral spirits. .. 12.875 
Rubber solvent... 13 875 


Solvents Lacquer diluent “14 125-14 375 


Benzol diluent... 15. 125-15 625 
Baltimore, Md. 


Mineral spirits. ..17.5 on cny: Penna. 
Boston, Mass. : r . 
V.M.&P. Stoddard solvent. 18 
napbtha.........19.5 Pittsburgh: 

Mineral spirits. . 18.5 Stoddard solvent. 18 





Tank Wagon Prices 











Prices for gasoline do not include taxes; they do however, include inspection fees, 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate 
column include 3¢ federal and state taxes; also city and county taxes as indicated in 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where 
levied are indicated in footnotes. Discounts if any, are shown in footnotes. These prices 
In effect October 15, 1958, as posted by principal marketing companies at their head- 


quarters’ offices, but subject to later correction. 


Socony Mobil 


NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 


October 15 ee . ‘ 16.09 12.97 
MOnth ago vebosua jecbabdius dae swee 16 46 3.10 
ns tan cusecnioirdisenereees ; 16.50 12.79 


Dealer index is an average of dealer tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of following wholesale markets for regu- 
lar-grade gasoline, FOB refineries or terminals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsylvania, California, Philadelphia, Jack- 
sonville, Boston, and Gulf Coast. 











Mobiigas Gasoline Mobil 
jegular) Mobilfuel Mobilheat Special No. 6 
Dir. Cons. Gasoline *Mobil Kerosine *Diesel *(No. 2 Fuel) (No. 4) Fuel 
T.C. T.W. T.W. Taxes T.C, Yard T.W. T.C. T.W. T.C. Yard T.W. T.W. T.W. 
New York City 
Manhattan . 16.3 16.8 7.0 s 14.8 nome 14.5 r sane 14.2 12.15 6.85 
Bronx : 16.3 16.8 7.0 10.8 14.9 are 14.5 ve 10.3 14.3 12.15 6.85 
Kings " 16.3 16.8 7.0 10.5 10.7 14.8 10.4 14.5 10.0 10.2 14.2 12.15 6.85 
Queens 16.3 16.8 7.0 re 14.8 ‘ 14.5 ecoe mere 14.2 12.15 6.85 
Richmond a 16.3 16.8 7.0 10.4 10.7 14.8 10.3 14.4 9.9 10.2 14.0 11.91 6.61 
Mt. Vernon, N. Y. 16.3 16.8 7.0 10.9 14.8 ee 4.7 ‘ée 10.4 14.4 12.17 oege 
Albany : 16.2 16.7 7.0 10.6 10.8 10.5 14.5 10.1 10.3 14.1 11.07 7.09 
Binghamton : 16.7 17.2 7.0 11.7 be 15.55 11.7 15.2 11.3 11.3 14.9 er eas 
Buffalo 13.4 14.4 16.4 7.0 11.75 12.0 11.75 16.3 11.35 11.6 wate 9.35 
Jamestown oe 16.9 17.4 7.0 12.7 12.9 - wi 12.3 12.5 15.6 eee 
Plattsburg 17.4 17.9 7.0 2.4 12.6 12.2 16.2 11.8 12.6 aaee 
Rochester. . . 15.5 16.6 17.1 7.0 11.8 12.0 15.75 Hut 15.3 11.3 11.5 14.9 
Syracuse 15.7 17.2 7.0 11.7 11.7 ‘ 11.6 14.9 11.2 11.2 wees 
Bridgeport, Conn, 15.7 16.2 9.0 10.4 10.4 . eats 14.8 9.9 9.9 14.2 
Hartford 11.9 13.9 9.0 10.75 10.75 ° 10.65 14.7 10.25 10.25 14.3 
New Haven m 15.7 16.2 9.0 10.4 10.4 10.3 14.3 9.9 9.9 14.4 P 
Bangor, Me. 16.0 15.9 17.0 10.0 11.2 ; 16.0 Pace 15.5 10.7 15.1 
Portland o. 13.9 15.9 10.0 10.6 ee i 10.5 15.1 10.1 14.7 
Boston, Mass 11.9 13.9 8.5 10.5 10.4 14.9 10.0 aes 
Manchester . 15.9 16.4 9.0 os 15.6 15.2 
Portsmouth ‘ ° 15.9 16.4 9.0 10.7 10.6 15.2 10.2 15.2 
Providence, R. I. 12.1 14.1 9.0 dE 15.6 10.4 14.6 10.0 - 14.2 
Burlington, Vt. 17.6 18.1 9.5 2 12.3 14.3 15.8 11.8 11.8 15.4 - 
Rutland 17.7 18.2 9.5 eves 12.5 16.0 12.0 15.6 ° 


*Com. cons. t.c. prices 0. 15¢ higher 
Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 


Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel—All points ,t.w. less 0,5¢ for deliy- 


eries of 800 gal or more 
; 


Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all other t.c. prices FOB bulk terminals. 
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LUBE OILS| 





























HARTOL 


PETROLEUM CORPORATION 
; roe INDEPENDENT 


Fiuorescent co °) 
Yolk clah Mee Gia’ Loh icke ME Tale) 


additive lub« 


Petroleum 


PATENT CHEMICALS, 
INCOB#PORATEC 
Paterson 4, New Jersey 





New York Sydney, N. S. 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 630 FIFTH AVENUE, 


MARKETERS 


Maine to South Carolina 


NEW YORK 20,N.Y. 





Boston 
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Atlantic 


Philadelphia, Pa... 
Reading 
Allentown 
Harrisburg. .... 
Wilkes-Barre 
Williamsport 
Pittsburgh 
Altoona... 
Erie... ; 
Greensburg 
Wilmington, Del.. 
Hartford, Conn. 
New Haven 
Boston, Mass. 
Springfield 
Providence, R. I. 
Camden, N. J. 
Newark 

Albany, N. Y. 
Binghamton 
Buffalo... 

Elmira. ... 
Rochester . . 
Syracuse 
Watertown 
Baltimore, Md 
Richmond, Va 
Charlotte, N. C 
Jacksonville, Fla 
Miami.... 


Philadelphia 


Note: Premium 


t.w. deliveries under 100 gal at one time. Camden 


2¢ for under 100 g 
*Less voluntary 


Refining 


Atlantic Gasoline 


(Regular) 

Dir. Cons. Gasoline 
T.W. T.W. Taxes 
14.6 16.5 8.0 

: 16.2 16.7 8.0 

‘ 16.3 16.8 8.0 
16 3 16.8 8.0 
14.6 16.9 8.0 
16.4 16.9 8.0 
16.7 17.2 8.0 
16 5 17.0 8.0 
14.9 17.2 8.0 
16.7 17.2 8.0 
15.2 15.7 8.0 
11.9 13.9 9.0 
15.7 16.2 9.0 
11.9 13.9 8.5 
12.4 14.4 8.5 
12.1 14.1 9.0 
14.2 15.7 8.0 
14.2 15.7 8.0 
16.2 16.7 7.0 
16.7 17.2 7.0 
14.4 16.4 7.0 
16.7 17.2 7.0 
16.6 17.1 7.0 
15.7 17.2 7.0 
17.3 17.8 7.0 
15.5 16.0 9.0 
14.9 16.4 9.0 
15.6 16.1 10.0 
15.9 15.9 10.0 
7.4 10.0 

Heavy Fuels 

No. 5 No. 6 
9.24 7.4° 

grade t.w. prices 3.5¢ above regular 


allowance 0.19¢. 


Esso Standard 


Esso Gasoline 


(Regular) 

Dir. Cons. 

T.W. T.W. 

Atlantic City, N.J.... 14.2 15.7 
ewar sskeds te 15.7 

Baltimore, Md. 15.5 16.0 
Cumberland 16.3 16.8 
Washington, D.C. 15.8 16.3 
Danville, Va. 15.9 16.4 
Petersburg 15.9 16.4 
Norfolk we 15.4 15.9 
Richmond.... 15.9 16.4 
Roanoke 16.9 17 4 
Charleston, W. Va. 15.9 16.4 
Fairmont 15.9 16.4 
Parkersburg 15.9 16.4 
Wheeling 16.9 17.4 
Charlotte, N.C. 15 6 16.1 
Hickory... 15.7 16.2 
Mt Airy... 15.7 16.2 
Raieigh 15.9 16.4 
Salisbury 15.6 16.1 
Charleston, 8. C 15.5 16.0 
Columbia 16.4 16.9 
Spartanburg 15.5 16.0 
New Orleans, La. 13.9 14.4 
Baton Rouge 14.9 15.4 
Alexandria 15.9 16.4 
Lake Charles 14.9 15.4 
Shreveport..... 15.9 16.4 
New Iberia 15.9 16.4 
Knoxville, Tenn. 15.1 16.1 
Memphis.... 14.9 15.9 
Chattanooga. . 14.9 15.9 
Nashville... 15.1 16.1 
Little Rock, Ark. 14.4 15.4 


*Prices apply for 


Newark, N.J. 
Baltimore, Md. 
Washington, D. C 


Taxes: Lousiana kerosine prices do not hiclade l¢ state tax. 


Atlantic City prices are for deliveries of 300 gal or more: 
add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 2.5¢ above 


Note: Kerosine 


regular. 
#Subject to temy 


~ srosine only. 


Gasoline 
Taxes 


9.0 


et et et eke ee et ttt tt tt tet ttt 
woocecoeccecocececeocosco 


Heavy Fuels 


. 1,050 gal minimum 


No. i 


porary 


voluntary allowance of 8¢ bbl. 


Kerosine 


Kerosine 


and 
No. 1 Fuel 


Kerosine 
and 
No. 1 Fuel 
T.W. 
14.2° 
14.2° 


ee 


=> 
SloraSm"3Se Sew) 
. 


oa 
oc 
> 


No. 4 Fue 
$3.702 
4.14 
4.43 


— 
- 
SO OK Swot: 


mo’ 
so 


Pa., add 1¢ gal for 
Add 1¢ for deliveries of 100-299 gal, 


No. 2 Fuel 
T.W 


on 
PAAISwMOAN 


No. 6 Fue 
$3.03¢ 
3.23 
3.26 


. . 
Im erial Oil (Prices are per imperial gal; to arrive at price per U.S 
p gal, subtract 1/6th). 
Esso Furnace 
Esso Gasoline Oil 


i 
(Regular) Gasoline Kerosine (No. 2 Fuel) 
Dir. T.W. axes T.W T.W. 
8t. John’s, Nfid. or 17.0 24.7 17.7 
Halifax, N. 8 eau ¢cke ee 7.0 23.7 16.7 
8t. John, N. "3. . ésdenencnee’ Qe 15.0 25.7 16.7 
Charlottetown, P. E. eae - 23.9 16.0 26.2 18.3 
Montreal, Que. : -- 23.6 13.0 24.6 17 
Toronto, Ont......... Satan. 13.0 25.1 17.6 
Hamilton, Ont......... 22.8 13.0 25.1 17.6 
Winnipeg, Man..... : 22.6 11.0 28 5 18 4 
Brandon, Man........ 23 11.0 28.5 20 6 
Regina, Sask. cake ; 21.9 12.0 25.2 17.1 
atoon, Sask. ae rrr es: 12.0 27.9 17.4 
Calgary, Alta. cis 21.1 10.0 24.4 16.2 
Edmonton, Alta......... ‘ 20 6 10.0 23.9 15.7 
Vancouver, B. C. P 22.6 10.0 25.4 17.1 
Taxes: Gasoline tons are en taxes. 
Note: Premium-grade t.w. N.S., P.E.L, N.B., Que., 5.0¢ above regular; Ont 


4.5¢ above ‘regular 


Indiana Standard 


Established tank wagon prices are shown below. Some temporary prices may be in effect 
in one or more localities. 


Man., Sask., Alta., B.C., 


Red Crown Gasoline Standard 
(Regular) Furnace Oil 
Dir. Cons. Gasoline Kerosine 1-99 100 gal 
T.W. T.W. Taxes w. gal and over 
Chicago, Ill........ 17.6 19.6 8.0 17.1 16.1 (a) 
South Bend, Ind.... 17.4 19 1 90 18 6 17.3 16 3 
Detroit, Mich. 16.5 18.0 90 18.3 16 6 15 6 (b) 
Mpls.-St. Paul, Mion. .. 19.2 8.0 17 9 16.5 (a) 
Des Moines, lowa 18.£ 9.0 17.5 159 149 
St. Louis, Mo... ... 17.7 7.5 17.5 15 9 M9 
Wichita, Kansas.... 16.6 18.1 80 15.9 41 131 
Omaha, Nebr. 18.7 10.0 17.7 15 143 
Fargo, N. D........ 18.1 19.6 90 18 9 16 2 15.2 
Huron, 8. D - 18.3 19.8 9.0 18.8 16 6 15 6 
Milwaukee, Wis... 16.8 18.3 9.0 18 0 17.0 a) 


(a) See below for | prices on larger quantities. (b) 15.4 for 750 gal & over 


Standard Furnace Oii Stanolex Fuel A Stanolex Fuet C 
100-399 


400 gal 1-749 750 gal 1-749 750 gal 
gal and over gal and over gal and over 
Chicago 15.1 14.6 10.8 10.05 95 8.75 
Standard Furnace Oil 
100-174 100-349 175-849 850 gal. 350 gal 
gal. gal. gal. and over and over 
Mpls.-St. Paul 15.5 14.8 14.3 
Milwaukee td 16.0 15 5 
Taxes: St. Louis pert tax includes 1.5¢ city tax. Des Moines kerosine J furnace 
prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes t 
added where applicable. 
Discounts: Red Crown c.t.w. prices at some points subject to varying di ts for 
quantity deliveries. 
_— are tank truck postings, ex all taxes, aj 
Standard of Cal. pine eure si" ea! or wise: 
mv for other « - del veries 
Standard 
Chevron 
Chevron Gasoline Diesel Furnace Stove 
(Regular) Taxes Kerosine Fuel Oil Oil 
San Francisco, Calif... 17.9 9.0 19.3 45 45 16 0 
Los Angeles.......... 17.4 9.0 18.8 14.0 14.0 15 5 
ee 19.0 9.0 21.3 15.3 15.3 16 8 
Phoenix, Aria......... 19.1 8.0 22.2 16 4 16.4 1 
Reno, Nev..... o- 20.3 9.0 21.9 17.0 
Portland, Ore........ 18.5 9.0 21.3 14.5 
Seattle, Wash........ 18.6 95 21.3 14 6 
Spokane a 9.5 24.1 16.5 
Tacoma. .. Ja oe 9.5 21.3 14.6 
Boise, Idaho... . 20.3 9.0 31.1 16.4 16.4 17.9 
Salt Lake C ity, U tah. 18.7 9.0 20.2 5.0 5° 5 
Honolulu, T. H....... 19.0 11.5 20.4 15.3 15 
Fairbanks, Alaska.... 29.8 8.0 37.4 
Juneau..... 20.2 8.0 29.3 
*Standard No. 2 Burner Oil. 
Taxes: Honolulu— Diesel / furnace oil price is ex 1¢ territorial tax; all I. are 
Hawa ‘ian gross income tax of 1% to resellers, 2.5°/, to consumers 
otes: For other deliveries— 
Chevron (regular)—Add to 400-gal-and-over price !¢ for 40-199 gal, 0.5¢ | () 


gal. except to marine trade in Alaska where 0.5¢ differential applies to 40 gal; for 
less than 40 gal, add 5¢ gal, except at Honolulu add 5e for less thar t 





trade and less than 100 gal to shoreside trade. Chevror preme (pret es ure 
3.5¢ higher than Chevron (regular) for quantity delivered at points above 
Lake City—3¢. 

Kerogine—Add to 400-gal-and-over price 11¢ for less than 20 gal, 6¢ f ) gal 
3¢for 200-399 gal; tank car, truck trailer, deduct 3.5¢. 

Diesel, furnace & stove oile—Add to 400-gal-and-over price 5¢ for less than 40 gal 


1¢ for 40-199 gal, 0.5¢ for 200-399 gal 


Continued on next page 
















USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 
New Feature: 1000 te 9000 GALS. in 1000 STEPS. 


oe Description on Request | 
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Ohio Standard Continental Oil 


Sohio Extron Gasoline (Regular No.1 No, 2 

Consumer Gasoline Kerosine Sohio- Sohio- 

Resellers T.W $.S. Taxes Ww. Heat Heat 

Akron 16 2 19.7 0 15.8 
Canton 0 15 8 
0 15.3 
0 15 
0 16 
0 16 
0 15 
0 15 
0 15 
0 
0 
0 
0 


N.B. Prices are Continental’s tank wagon prices. Current selling prices may vary from 
those shown because of local conditions.) 


AAs 
Of 


14.8 Conoco Taxes: Gasoline taxes include these 
14.8 Gasoline Gaso- Kero- city taxes; Albuquerque & Roswell, 0.5¢; 
l T.W. line sine Santa Fe, Cheyenne & Casper, 1¢. 

1 (Regular) Taxes T.W. Discounts: Salt Lake Twin Falls 
l : sis “ gasoline prices apply for deliveries of less 
1 Denver, Colo. Ad 9.0 17.7 than 200 gal; 200-399 gal, deduct 0.5¢; 
1 Grand Junc- 400 gal & over, deduct I¢. 
1 

l 

| 

1 

] 

1 


Cincinnati 

Cleveland 

Columbus 

Dayton 

Lima 

Mansfield 

Marion 

Portsmouth 

Poledo 

Youngstown 2 
Zanesville 16 6 20 1 


G2 ©3 0D & 


AN 


OS ee 20 Notes: Premium-grade t.w. prices 3.5¢ 
Pueblo...... 18 above regular, except Utah & Idaho 
5.3 : » premium grade 3.0¢. 
4 Casper, Wyo.. 18.: ¥ 17.¢ *Prices apply to dealers and consumers 
H Cheyenne.... f ¢ 18.7 except Oklahoma points where consumer 
5.4 Billings, Mont. y 21.2 price is 1¢ higher. 


ee Re > ke Be Me Me Re ie ie le 


ee 


Co OD mm CO OD OO COO 


CO QO sm GO BO 00 ae 


Notes: Kerosine, Nos. | & 2 Fuels Prices are for 100 gal or more; for 50-99 gal, Sutte Je ¢ 23 
I¢; 1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & 8.8. 4¢ above regular Great Falls ( 23 


sellers 3.5¢ above regular. 8.5. prices are at company-operated stations. Files ‘ 93 Kentucky Standard 


‘ aw 
Salt Lake City, 
Utah 7 g q Crown Gaso- Kero- 
Gasoline line sine 
T.W. Taxes T.W. 





Twin Falls, 
Texas Company Ben Angel 16 16.9 14 Idaho Pee ay 95 16 
aco 15. 4 15.9 14 Albuquerque, Birmingham, 
Fire Chief Gasoline Austin 16 16.9 = 14.3 N.M 9. ‘ Ala... 168 1.0 15 
(Regular) Houston 16 16 7 14. toswell. .. ¢ Jackson, Miss. 17.0 10.0 16: 
Con- Kerosine San Antonio. 16.4 16.9 14 Santa I Jacksonville, 
Dealer sumer Port Arthur.. 16 16.7 14 chi ‘Na.... 16.6 10.0 16 
T.W.  T.W Muskogee, Louisville, Ky. 16 10.0 16 
' 54 5.9 3 Gasoline tense: 6¢. ous , Taxes: Birmin tham gasoline taxes in 
Ve Worth is ‘ f Notes: Prices are for min. 50-gal de- Oklahoma — clude 1¢ Jefferson County tax Kerosine 
Wichita Falls 16.5 é liveries. Gasoline—Premium-grade t.w. City taxes not included in prices: Georgia I¢; 
Amarillo . 16.4 : prices 3.5¢ above regular, except El Paso, Tulsa i 5.! Mississippi, 0.5¢. 
Tyler 16.5 4.3 2.7¢ higher. Kerosine—Prices apply to 
kl Paso 17.8 7 2 jealers & consumers 





Gasoline Markets 








Gasoline Consumption by States, May 1958 


American Petroleum Institute Figures 
Tax Ratet Month of 5 Months Ending With 
May Apr. 1958 May 1958 May 1957 May 1958 May 1957 
Cents 000 Gal. 000 Gal. 000 Gal. 000 Gal. 000 Gal. 
Alabama ‘ ,817 3d 79,994 381,741 372,260 
Arizona 5 37,448 37,57 35,3 183,465 169, 486 
Arkansas 478 49,715 3 222,783 215,051 


; F R¢ ‘i 20g ay ; ‘ " 99 Or 
California 189 81,: . 05,895 


RA TRF FQ 242 RR 27 Rep 
Colorado 54,785 343 56,370 i 586 


Connecticut ) 58,47 ; 63,558 286,624 284,778 
Delaware 15, »o2 16,304 73,761 044 
District of Columbia ) . Le 17,329 80,960 82,752 
Vlorida 51,453 142,900 137,138 749,460 2,928 
Georgia j 315 107 ,798 105,565 498 ,537 »294 


) 23 22,827 973 ,627 
illmore 5 2 271,232 175, 85s 1515609 
Indiana ’ 50,662 159,063 161,411 85,280 3,486 
lowa ’ yt) 118,855 118,562 440,148 56,088 
Kansas ‘ ’ 92,33 90,034 396,715 5, 305 


Kentucky é 3,325 7 67 f 5 342,44 346,544 
Loulsiana é 7h bly Be, ‘ 9] 37k 010 
Maine + ane wae 96 v 2 yer 
Maryland ) ¥ 028 J 3 § 338, § 

Menete vette 5 ‘ ° 117,311 52 520,223 


Michigan ) 212, 226,317 227,940 1,005,441 1,014,996 
Minnesote § 7,273 131,322 124,986 491,435 463 ,957 
Missiasippi 7 55, 55,743 58,825 252,856 

Missourt 5 ° 55,236 147 ,007 646,740 : 
Montana... 5,233 ‘ ‘ 26,558 102,718 104 


Nebraska ot, ,02 55,289 223 ,997 219,817 
Nevada ) 43 247 10,059 48,993 7,577 
New Hampshire ) F 5,2 16,860 68,575 3 ,784 
New Jersey 54, 5, 166,327 731,429 5, 963 
New Mexico j 32,298 33,393 171,583 160,229 


New York 317,287 353,132 342,053 1,535,996 1,518,050 

North Carolina ‘ 2,2 4 119,841 545,527 549,001 

North Dakota > 32, 35,265 110,899 108,723 

Ohio... , ; 7, 292,924 1,220,517 1,257,163 

Oklahoma.. ) 5, 65E 89,142 394,286 375,919 
me 


Oregon... 50, 56,649 55,097 244,614 241,657 
ennsylvania 5 277,733 266 , 767 1,234,112 1, 203,7 
ry Island ’ 24,582 20,695 101,577 

South Carolina 7 56, 60, 297 58,981 275,034 

South Dakota 5, 2 33,497 29,646 119,277 


Te 7, 92,945 96,72 439,092 
_—— 5 384, 404,192 365 , 32! 1,820,746 
Utah..... i, 26,347 26, 122,588 
Vermont j 9,412 10,548 68% 44,718 
Virginia ) 110,929 2,27 494,182 
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American Petroleum Institute Figures 





Tax Ratet Month of 5 Months Ending With 
May Apr. 1958 May 1958 May 1957 May 1958 May 1957 
Cents 000 Gal. 000 Gal. 000 Gal. 000 Gal. 000 Gal 
Washington 6! 83 , 657 86,776 82,963 308,415 461,272 
West Virginia 6 42,455 s8, 462 43,623 190,795 202. 330 
Wisconsin 6 106,078 120, 156 119,946 487,839 73 
Wyoming 5 11,942 14,046 14,250 55,905 
Total 48 States and D. of C 4,860,449 5,219,210 5,127,432 13,038, 101 22,789, 128 
Daily Average 162,015 168,362 165, 401 152,570 150,921 
Change from previous year 
Total Change +91,778 + 248,973 
Percentage change in Daily Average +1. 79° +109 
tThese are State tax rates per gallon. In addition there is the Federal Tax of three cents (3¢) per gall 
Gasoline Prices for 55 U. S. Citi 
Service Tax Service 
asoline Prices for . >. Cities on.t.w. ‘Sunes gai'y | Snes 
Dealer tank wagon and retail prices for regular-grade (house-brand) gasoline, and taxes ex tax ex tax federal incl. tax 
in 55 representative U. 8. cities on Oct. 1, 1958 as compiled by National Petroleum Indianapolis, Ind 15 70 ”) 90 y 00 ” Of 
News are shown below. Figures are in ¢ per gal.; (i) and (d) indicate increase or decrease Chic san Il 17 60 24 90 8 OO > 
as compared with Sept. 1, 1958. Tax col. indicates only motor fuel taxes levied as such Detroit, Mict d-14 30 d-20 90 00 j 0 
Service Tax Service Milwaukee, Wise 1k 00 ” Of) , 00 ” 
Dir. T. W. Station incl. 3¢ Station Twin Cities, Min d-15 90 1-19 90 8 00 d-27 90 
ex tax) (ex tax federal) incl. tax Fargo, N. D 18 10 1-23 40 wi » Of 
Average U.S d-16 16 d-21.50 8 94 d-30 44 Huron, 8. D 18 30 3 OO 1 00 » 00 
Portland, Me. d-13 40 d-17.90 10.00 d-27.90 Omaha, Net 17 00 2 OO 10 00 ”) 
Manchester, N. H 15 90 d-19.90 9.00 d-28 90 Des Moines, la 16 30 1 90 » 00 090 
Burlington, Vt 17 60 24.40 9.50 33.90 St. Louis, Mo 1-10 90 d-15 40 50" i ” 
Boston, Mass d-11 90 d-16.40 8 50 d-24 90 Wichita, Kans 16 40 1.00 8 00 1) 00 
Providence, R. I d-12. 10 d-15.90 9 00 d-24.90 lulsa, Okla 16 40 22 40 » 50 11 90 
Hartford, Conn d-11 90 1-14.90 Oo d-23.90 Little Rock, Ark 14 40 1 40 ) 50 28 40 
Buffalo, N. Y 16.40 19.90 7.00 26.90 New Orleans, La 1-4 90 1-14 90 10.00 1-24 90 
New York, N. ¥ 16.30 25.00 7.00 32. 00 Dallas, Tex 15 40 20 90 & OO 28 40 
Newark, N. J 14 20 18.90 8 00 26.90 Houston, Tex 15.40 0 90 x OO 28 00 
Philadelphia, Pa 16. 00 20 90 8 00 28 90 El Paso, Tex d-17 80 1-25 50 8 00 1 0 
Wilmington, Del 1-15 20 1-19.90 & 00 d-27 00 Albuquerque, N. M 1-15 O00 1-20 40 » 50" 0 
Baltimore, Md 15 50 20 90 + 00 29.90 Denver, Colo 17 50 ” 40 +00 0 
Washington, D. ( 15 80 1) 90 9.00 29 90 Chevenne, W vc IX 50 2% Ai) 9 OO 1 50 
Charleston, W. Va 14 40 19.90 9 00 28 90 Great Falls, Mont 10 00 6 00 + 00 > OO 
Norfolk, Va. d-13 40 1-17.90 9.00 d-26.90 Boise, Idah« 1) 20 6 00 » 00 5 00 
Charlotte, N. ¢ d-15 60 d-20.90 10.00 d-30. 90 Salt Lake City, Utal 1k 70 0 +00 32 00 
Charleston , 5. ‘ 15 50 i-21.90 10.00 1-31.90 Reno, Nev 0 30 0) 00 6 50 
Atlanta, Ga 15 90 21.40 9 50 30.90 Phoenix, Ariz 10 140 x 0 0 
Jacksonville, Fla 15 90 20.90 10.00 30. 90 Los Angeles, Calif 17 40 1-18 0 1 00 i 0) 
Birmingham, Ala 15 90 0. 90 11.00°* 31.90 San Franc Calif 17 90 0 00 TT) 
Jackson, Miss d-16,80 d-21.90 10.00 d-31.90 Portland, Ore 18 5O 24. 00 1 00 0 
Memphis, Tenn 14.90 19 90 10. 00 29.90 Seattle, Wast 8 60 1-21 40 1 50 1-30 00 
Louisville, Ky 15 40 20.90 10.00 10 90 kane, Was 1) 80 ” 40 i) r 
Cleveland, Ohio d-16 60 d-21.40 8 OO d-29 40 
Cincinnati, Ohi i-15. 40 1-19.90 8 00 1-27 90 . ides 0.5¢ city ta sy ides 1¢ city tax eos} ! ¢ 
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NOZZLE 
PLUG 


Prevents Spillage 


For Nozzle Tubes 
from I!/," 
to 154" O.D. 


$1.95 ea. 


Dealer Inquiries 
Solicited 


RICHFILL NOZZLE PLUG CO. 


S. E. C. 39th & Market Sts. 
Philadelphia 4, Pa. 











Superior 
Specifications 











LINDER 


mek ae 


Fine Lubricating Qualities 
For Greases and Fluid Lubricants 


KERR—McGEE OIL INDUSTRIES, INC. 


ROBINSON 





306 N. ® OKLAHOMA CITY, OKLA. © PHONE RE 9-061! 














Extra copies of the 

1958-59 NPN FACTBOOK issue 
available at $2.00 apiece 

as long as the supply lasts 


Write National Petroleum News, Reader Service Dept., 330 W. 42nd St., New York 36, N.Y. 
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Markets and Prices 





Service Station Building Permits: First Quarter 


(Valuation in thousands) 
1958 1958 
; Total | | Total 
Geographic division first quarter January February | Mareh Geographic division first quarter Januar Februar 
State No. Val. No. Val. No. Val. No. Val. and State No. Val. No. al.| No. al. 


United States total 1,817 $30,279 | 613 $10,195 $8,752 | 673 $11,332 South Atlantic .-oe S17 6,162 1,552 
| Delaware 7 141 1 5 

New England 67 . 240 30 District of Columbia 4 45 13 
Connecticut 17 2 136 5 3 Fieride | ,601 318 
Maine f | , 4 35 2! Georgia 56 879 
Maryland 26 346 125 


Massachusetts 33 57% 7! 3 69 
‘ 3 | 


New Hampshire 
Rhode Island 
Vermont 


Middle Atlantic 
New Jersey 
New York 
Pennsylvania 


East North Central 
[linois 
Indiana 
Michigan 
Ohio 
Wisconsin 


West North Central 
owa 
Kansas 
Minnesota 
Missouri 
Nebraska 
North Dakota 
South Dakota 


North Carolina . 82 838 = 
South Carolina , 17 270 
Virginia iy 975 
West Virginia 4 


East South Central 
Alabama 
Kentucky 
Mississippi 
Tennessee 


West South Central 
Arkansas 
Louisiana 
Oklahoma 
Texas 


Mountain 
Arizona 
Colorado 
RE rere 
rT 
Nevada 


New Mexico. . 
Utah ane 
Wyoming.... 


teow te ODwe 


*None reported 


Building permits are issued for all types of service station construction—remodeling 
additions, major repairs, and so forth—and should not be construed as representing only Pacific. 
new stations. The report covers approximately 80%, of the total U.S. nonfarm population California 
(as of 1950 Census Oregon 
Washington 











Source: U.S. Department of Labor 
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NPN celebrates 
em | its 50th anniversary 


as the magazine of oil marketing 


OVER 


management men with its 


=) February 1959 issue 


Leading Marketers ent my Ou muy)” 
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performance: Lt 


5 Modern Plants, Strategi- trol 
cally Located To Serve 70% 
of the Country’s Automotive Avromane 
Registrations, mum ROWS 


PRICE BATTERY CORPORATION 
HAMBURG, PENNSYLVANIA 
Atlanta, Ga. Wapakoneta, Ohio Waltham, Mass. 


i 
~ of the Pioneers of DRY-CHARGED Batteries [ 


W 


Advertising closing date: 


January 2, 1959 
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About Oil People 





Hydroplane racing helps distributor Austin Snell (above) promote his 11-station chain in Tacoma, Wash. 


Lifting Business by Its ‘Boat’ Straps 


DISTRIBUTOR Austin Snell has been boosting 
business at his 11 Tacoma, Wash., stations by rac- 
ing up to 150 miles an hour across the waters of 
Seattle’s Lake Washington in a hydroplane. 

Two years ago he was spending $20,000 a year 
on “giveaways” to promote sales at his stations. 
But the volume of new business attracted was 
only fair, and Snell found few thrills in being 
the local giveaway king. 

Today Snell is spending the same $20,000 a 
year—plus a little more—on powerboat racing. 
Not only has his gasoline brand name “Coral 
Reef”—named after his unlimited hydro—become 
a household word in the Tacoma-Seattle area, but 
Snell has found himself a thrilling hobby. 

Local Angle—The Tacoma oilman doesn’t con- 
tend that speedboat racing could be a satisfactory 
substitute for giveaways anywhere except in the 
Tacoma-Seattle area. Seattle is the acknowledged 
speedboat capital of the nation, thanks to the Gold 
Cup race it’s been hosting for the past eight years, 
and Tacoma—only 30 miles away—is close enough 
to catch the fever. To Seattke—and Tacoma—the 
Gold Cup is what Memorial Day races are to 
Indianapolis, what the Derby is to Kentucky, and 
what bull fights are to Mexico City. 

With only 22 boats in the nation eligible for the 
Gold Cup, preliminary races for the big one begin 
in May. These are the Apple Cup race on Lake 


By RAY BLOOMBERG 
Northwest Editor 


November, 1958 * NATIONAL PETROLEUM NEWS 


Snell used to spend $20,000 a year on giveaways. 
Now he puts it into his boat—and gets more out of it 


Chelan in north central Washington and the 
Diamond Cup race on Lake Coeur d’Alene in 
Idaho. 

On Gold Cup Day, a Sunday, more than 
250,000 persons jam into anything that will float, 
or crowd themselves onto the beaches along Lake 
Washington’s shores. Television stations turn their 
cameras onto the boats well before the start of the 
first heat and never look away till the last drop 
of drama is squeezed dry. 

All That Glitters—Snell picked up the Gold Cup 
fever as a spectator five years ago. Always inter- 
ested in mechanics, he made the plunge late in 


(Continued on next page) 





About Oil People 





“A losing boat doesn’t get much publicity 
. ++ but the 1958 season was different” 


(Begins on page 179) 
1956, ordering a hull from a Michigan builder who 
built 10 of the 16 entries in the 1958 Gold Cup. 

He mounted in this hull one of six engines he’s 
had so far, and named the boat Coral Reef. (The 
name is meant to have a connection with oil coming 
from offshore reefs.) Then Snell entered the 1957 
preliminaries. 

A thrown prop in a warm-up run in the Apple 
and a lost priming plug in the qualifying heat of 
the Gold Cup knocked Snell out of the running 
in both of these races. In fact, after the 1957 
season Snell began to think maybe he’d overlooked 
the merits of station giveaways. A losing boat 
doesn’t get much publicity. 

New Fortunes—But the 1958 season was a 
different story. After finishing third and fourth in 
two heats of the Apple Cup, Snell changed the 
name of his company from Snell Distributing Co. 
to the Coral Reef Oil Co. 

Despite getting knocked out of the Diamond 
Cup, Snell and his crew of four worked and 
worked on the Coral Reef. By Gold Cup Day he 
figured his boat was ready. 

His confidence was amply justified. The Coral 
Reef placed second in her first heat in one of the 
most exciting races of the day. She won her second 
heat, and then with only a change of spark plugs 
went back into the water for the final heat of the 
day against the five fastest remaining boats. 

The Reef blazed through the final 30 miles of 
the race to come in a strong second behind the 
highly regarded Hawaii Kai, which won with an 
average speed of 103.481 mph. 

Big Dividends—Snell’s boat was the surprise of 
the Gold Cup. An unknown gasoline distributor 
had been able to accomplish what many million- 
aires and paid drivers had not. Snell and the Coral 
Reef basked in the limelight. Television cameramen 
hardly let him out of their sight. Nothing he said 
or did was unimportant. 

Since the race, Snell has been exhibiting the 
Reef at his 11 stations and attracting thousands 
of spectators. Tacoma designated Aug. 29 as Coral 
Reef Day and had the boat on display downtown. 

The distributor-boat owner is capitalizing on the 
publicity by repainting his stations coral and green. 
He also has made it clear that the Reef is not a 
“contribution boat,” but public participation in 
support of the craft is welcome: 

“Only through your gasoline purchases will the 
Coral Reef be supported,” Snell declared in a 
recent newspaper ad. “I ask only that all the Coral 
Reef supporters stop by one of the strategically 
located Coral Reef stations and at least once a 
month buy at least seven gallons of the finest 
gasoline available anywhere.” . 


Bradley; As a jobber, he’s still a winner 


Colorado Athlete 


PAUL BRADLEY, new president of the Colorado 
Petroleum Marketers Assn., is a football coach 
turned oil jobber. He’s co-owner of the Hill Oil 
Co. (Bay Petroleum brand), Colorado Springs. 

A nine-letter man at the University of Colorado, 
Bradley was one of the outstanding athletes of the 
Rockies—in football (end and halfback), basket- 
ball (forward), and track (high hurdles). His bril- 
liant career was climaxed in 1932 by a near miss 
toward the Olympic Games, placing fourth in the 
final tryouts for the 100-meter high hurdle squad 
of three. He coached football until 1947—first at 
high school, then at C. U. where he was in charge 
of the line. During World War II he served in the 
Navy as a coach. 

Paydirt—In 1947 Bradley joined the Hill Oil 
Co., started by his uncle J. O. Hill (whose son 
Hugh is Bradley’s partner). When Bradley started 
in 1947, Hill Oil’s volume was about 2.5-million 
gal. of oil products a year. Now it’s approximately 
9-million gal., making Hill Oil one of the largest 
jobbers in Colorado. 

The Man—At 47, Bradley is still a lean, rangy 
six-footer with a deep tan and a full thatch of 
black hair. His athletic activity, limited to fishing 
and hunting, excludes golf even though the famous 
Broadmoor course is 15 minutes away. Casual and 
friendly, Bradley is self-assured and quick on his 
feet, a capable speaker and low-key toastmaster. 

“The Colorado jobber’s biggest problem is to 
keep his business varied so he won’t have to rely 
only on his stations for business,” says Bradley. 
“His difficulty in competing for commercial ac- 
count business makes it hard for a jobber to keep 
his business varied.” 

Hill Oil supplies 17 stations, five of which it 
owns. The partners have three bulk plants, a trans- 
port operation consisting of five tankers hauling 
product from Denver, a fleet of 16 trucks and 38 
employes. 

While Bradley was coaching at Del Norte High, 
he married the home economics teacher in 1937. 
They have three children—Mike, 17; Linda, 14; 
and Johnny, 3. 
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NEW “TWOSOME” IS ONLY 2 FEET WIDE 


When you install a new Gilbarco 
“Twosome” on an island it occupies 
exactly the same space as a single 
pump but increases serving capacity 
with two hoses instead of one. Deliver 
both regular and premium from this 
compact pump, or with the single prod- 
uct ““Twosome” serve one grade from 
both hoses. Without adding an inch of 
Ti felale Mela-to MB ZeleMaeliMMe(olt]o) (Mule (orton 


November, 1958 *« NATIONAL PETROLEUM NEWS 


line sales potential of your stations. 
Write today for complete information. 


@ Model 1124 for two products 

@ Model 1114 for one product 

@ Mono-Frame construction 

@ Same height, depth and width 
as a single pump 

@ Both sides of island served by both 
hoses—cable-suspended 13’-3” long 


GILBERT & BARKER 
Manufacturing Co 
West Springfield, Mass 
Toronto, Canada 
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SO 


YEARS 
OLD? 





HOW MANY JOBBERSHIPS do you think 
have been in business 50 years or longer? 
Send in your guess, and if you're right, 
you'll win a prize. 

As a feature of NPN’s 50th anniversary 
next year, we’re conducting a survey to find 
out how many 50-year jobberships there 
are. To make it more interesting, we’re spon- 
soring a pool. 

Send your guess to NPN before Jan. 2. In 
the next issue, more details about NPN’s 
Golden Lottery. 


Editor 








R. I. Post has 
been named mana- 
ger of the promo- 
tion division in 
Shell Oil Co.'s 
sales promotion and 
advertising depart- 
ment. He succeeds 
Duncan Stevenson, 
who left the post 
several months ago 
to become _ sales 
manager of the 
Boston division. 
Rex W. Reynolds, formerly manager of 
the Stockton, Calif., district, succeeds 
Post as manager at Portland, Ore. 





Post 


D. R. Zachry, Sr., executive vice presi- 
dent of American Petrofina Co. of Texas, 
has resigned to spend more time on his 
private business interests. He was execu- 
tive vice president of American Liberty 
Oil Co. when Petrofina bought it in 
1957. 

« 


T. M. Davis, Sr., assistant general 
sales manager of Arkansas Fuel Oil 
Corp., retired Oct. 1 but will stay on 
until Jan. 1 to complete a special proj- 
ect. J. C. Taylor, also retired, is moving 
to Ft. Myers, Fla. He was special repre- 
sentative in charge of the Southeast re- 
gional sales office in Atlanta, Ga. 











WHY DO OIL MARKETERS 
READ NPN*? 


























BECAUSE {IT’S FULL OF USEFUL 


MONEY- MAKING IDEAS / 








* National Petroleum News 


The magazine for oil marketing management 
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Men and Mugging 


in New Mexico 


SNAPSHOTS of oil people who attended 
the New Mexico Petroleum Industries 
Committee’s annual meeting (see p. 31) 
in Albuquerque, N. Mex.: 


e Harry Kennedy, senior vice-presi- 
dent of Continental, was trying to start 
a “right side” identification badge move- 
ment. Convention delegates usually wear 
their badges on the left sides of their 
coats. This forces hand-shakers to stretch 
to get spellings of names, explained 
Kennedy. With badges on the right side, 
this problem is eliminated. 


e Kennedy headed a sizeable Conoco 
delegation, including C. B. (Bud) Pop- 
kin, director of design and construction; 
Jim Wait, coordinator of marketing 
trade relations; and J. L. McCulley, man- 
ager of Conoco’s Albuquerque division. 
McCulley was elected chairman of the 
New Mexico PIC, succeding Walter 
Famariss, of Famariss Oil & Refining Co. 


e Jack Shea and Tom Cook, two of 
American Petrofina’s top marketing men, 
had a two-fold purpose at the meeting. 
They were dickering on the side with an 
Albuquerque jobber. 


Maybe you recognize the following 
chain of events: 

A major-company man was going up 
to his room one night in the Hilton Hotel 
when three men with convention badges 
invited him to their room for a drink. 
He was later found beaten and robbed. 
The three were outsiders who somehow 
got hold of identification badges. 


e Carl Smith, Cosden Petroleum 
sales manager, remarked over a cup of 
coffee that the West Texas-New Mexico 
area was having no price war troubles 
for the first time in two years. Albuquer- 
que prices tumbled the following day. 


e C. Blaine McNutt, El Paso Natural 
Gas Products sales manager, was show- 
ing around Don Thurmand, newly ac- 
quired from Esso Standard. 


e Louie Ruffin, Texaco agent in AI- 
buquerque, had a rough time with fellow 
agents and jobbers at their luncheon dur- 
ing the PIC meeting. They thought he 
shouldn’t be exempted (like other 
agents) from helping foot their presi- 
dent’s trip to NOJC’s meeting, since his 
company had cut tank wagon prices in 
Albuquerque. 

7 

Tom Ryan, Jr., Ryan Oil Co., Albu- 
querque, was elected president of the 
Petroleum Marketers Assn. of New Mex- 
ico (see p. 183). New vice presidents are 
Dick Mulkey of Roswell, and L. P. 
Ruffin of Albuquerque. Roy Walker of 
Clovis, L. M. Prater of Hobbs, Roy H. 
Carey of Carlsbad, and Wesley Martin 
of Las Cruces were elected directors. 
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OW, excrusive 
AIR INJECTION 





€ Pw Emergency 


SHUT-OFF VALVES 


Only CPV Emergency Shut-Off 
Valves give you full protection 
against the hazards of fire, collision 
or pedestal upset — PLUS qa built-in 
air injection port. This exclusive CPV 
feature makes it possible to test the 
entire remote pumping system pneu- 
matically or hydraulically after com- 
plete installation — without breaking 
the line. Valuable time is saved. Re- 
liable safety testing is assured. 

In the event of an emergency — 
fire, severe shock or shear — the sen- 
sitive valve mechanism stops gaso- 
line flow instantly and completely. 
Underground storage and piping are 
protected. Positive valve seating is 
assured by exclusive “Guided-Lift” 
design. 

External resetting or closing of 
valve by hand facilitates inspection 
or maintenance of the dispensing 
unit... and the removable O-ring 
sealed bonnet permits in-place in- 
spection of the valve assembly. 

it will pay you to get the full story 
from CPV. Write for Bulletin 96 today. 





COMBINATION PUMP VALVE CO. 
855 Preston Street 
Philadelphia 4, Pennsylvania 


Sold By Reliable Agents In Principal Cities 
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Ryan: JP’s bother him 


SHAMROCK OIL jobber Tom Ryan, 
Jr., new president of the Petroleum 
Marketers Assn. of New Mexico, is pe! 
haps more keenly aware than other New 
Mexico distributors about strict Justice 
of the Peace enforcement of traffic laws 
in the state (see page 31). 

Ryan’s business consists almost en 
tirely of a string of 21 service stations 
up and down U.S. Highway 66, extend- 
ing from Tucumcari, N. Mex. to Win 
slow, Ariz., a distance of about 455 
miles. Highway traffic represents most 
of the 4.5-million gal. of busi 
ness he does annually. 

A six-footer, Ryan at 39 has just re 
cently taken over the entire operation 
of Ryan Oil Co. His father, who found 
ed the company, died in August. He'd 
brought Tom up in the with 
him. 

Most concerned about the need of 
jobbers to keep up with the latest man 
agement tricks, Ryan puts his full sup 
port behind management institutes. One 
of his plans for New Mexico marketers 
is to try and stimulate interest 
along these lines. 

He also intends to devote time to 
trying to perk up interest in the com 
bination jobber-agent association 

Ryan’s married, has two 
boy. 


gasoline 


business 


more 


girls and a 
e 
Leonard C. Jobe, 
assistant manager 
retail merchandis 
ing, General Petro 
leum 
appointed to the 
new 


Corp., was 
position ol 
retail 
planning at Socony 
Mobil Oil Co., the 
parent firm. He'll 
report to the resale 
marketing man- 
ager. In past years 


manager of 





Joba 


Jobe was responsible for GP’s planned 


retail distribution system and was co- 
ordinator of the company’s retail re 
search committee. Last year he went to 
the Orient in a consulting capacity with 
Standard-Vacuum Oil Co 
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SAFER 


LOAD HANDLING: 


WATSON 


*\Ws° 
WEIGHTLIFTER 


ELEVATING 
TAILGATES 


% SERIES 1100 (1100 Ib. capacity) 
* SERIES 1300 (1300 Ib. capacity) 





FOR STAKE & VAN TRUCKS 
¥% TO 2% TONS 


Check these important features: 
%* Power closing, automatic locking 
standard equipment ! 

% Single lever, single cylinder control! 
% Greater capacity per pound of in- 
stalled weight! 

% Fast operation—full load lift to 
451/," in 11 seconds (1100), to 51” in 
13 seconds (1300). 

% Added safety—maximum lowering 
rate positively controlled to prevent 
“crashing’’; load stops instantly if lever 
is released; all platforms of safety plate. 


% Low cost—only $520 for largest ser- 
ies 1100 model, $537.50 for series 1300 
(f.0.b. Emeryville; you install—it's easy!) 
WATSON WEIGHTLIFTERS also available for 


all pickups. Write today for free literature; 
please address Dept.____. 


H. S. 
WATSON 
COMPANY » 


1316-67th St. © EMERYVILLE 8, CALIFORNIA 


WATSON 


1606 Laskey Road * TOLEDO 12, OHIO 
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(Continued) 

Clinton A. Clauson, governor-elect of 
Maine, is an oil man. He is associated 
with his son in C. K. Clauson, Inc., 
Fairfield jobbership; joined the company 
after he retired as collector of Internal 
Revenue in 1953. The firm deals pri- 
marily in fuel oil, but also handles gaso- 
line, motor oil and TBA. 


G. E. Porter and Willis L. Reed have 
formed the Porter-Reed Oil Co., Beau- 
mont, Tex. They'll distribute Shell prod- 
ucts throughout the Beaumont-Orange- 
Port Arthur area. 


DEPENDABILITY 


— the key 
to successful 
marketing 





Oscar John Dorwin, formerly vice 
president and general counsel for The 
Texas Co., is now senior vice president 
and general counsel. Marion J. Epley, 
Jr., assistant to the chairman, becomes 
a vice president, and Kerryn King, for- 
merly general manager, becomes vice 
president in charge of the industrial and 
public relations department (NPN—Oct, 
p73). 


= 
B. J. Ejils, Nelson Oil Co., Norton, 
Vt., is now a Tidewater Oil Co. con 
signee. Ells also operates a large auto- 


mobile agency in the area. 





BLACKMER rotary Truck Pumps. 


Dependable service builds business. The first step to fast, efficient 


deliveries is the use of equipment that is engineered for year-in, 


year-out dependability. Blackmer Pumps are designed to give sus- 


tained efficiency for years of severe service through these outstand- 


ing features: 


* Self-adjusting for wear vane construction 


* Extremely high mechanical efficiency 


* Heavy duty anti-friction bearings 


* Cartridge type mechanical seals (TX models) 
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Self-priming with high suction lift 


“liquid materials handling 


KME 





FOR FULL 
DETAILS 
WRITE FOR 
BULLETIN 200 











n® 


equipment 





= 


BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN | 


See Yellow pages for your local sales representative | 
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R. A. Hunter 
has been elected 
administrative vice 
president, market- 
ing department, 
Gulf Oil Corp., 
a new position. He 
will be responsible 
for the administra- 
tion of marketing 
department affairs. 
Cc. J. Guzzo, vice 





Sister president, domes- 
tic marketing, re- 
mains in charge of the operational 


aspects of marketing. 

Hunter continues as coordinator of 
marketing, both domestic and foreign. 
The post has now been upgraded: It 
formerly was under the VP of domestic 
marketing, with Hunter reporting to 
Guzzo. He now reports directly to the 
executive (the president, executive VP 
and senior VP). 

In addition, Hunter was named chair- 
man of Gulf’s marketing council, a 
coordination group composed of the 
following: VP, domestic marketing; VP, 
western hemisphere, extra-territorial mar- 
keting, assistant comptroller, and the 
manager, marketing department, Gulf 


Eastern Co. (a European subsidiary). 





Mullin 





Bender 


Wehrenberg 


R. N. Mullin has retired as division 
general manager of sales for Gulf Oil 
Corp.’s Chicago division after 25 years 
with the company. He is now with 
Sumner Sollitt Co. of Chicago, engi- 
neers and constructors, as director of 
petroleum industry activities. 

B. B. Pettitt, formerly division mana- 
ger, retail and jobber sales, succeeds 
Mullin at Gulf. Pettitt was division 
manager, retail and jobber sales, in the 
Houston division before transferring to 
Chicago in 1957. B. F. Wehrenberg, 
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division manager, direct sales, succeeds 
Pettitt. C. A. Bender, Jr., special rep- 
resentative, takes Wehrenberg’s place. 

Gulf also announces that Craig 
Thompson is the new public relations 
director, succeeding W. R. Huber, 
recently retired. 

aa 


David Proctor, Gulf Oil Corp. execu- 
tive vice president since 1954, has been 
elected to chairman of the board, a post 
vacant since 1957. Until last February, 
Proctor also served as general counsel. 
Ralph O. Rhoades, director and senior 
vice president, succeeds Proctor as ex- 





E. H. Messer has purchased the 
Mid-Penn Refining Co., Oil City, Pa., 
from the estate of N. A. Davis, who 
died last June. Messer will be presi- 
dent and Juliet Agnew, secretary-treas- 
urer 


Guy B. Hunter, chairman of the 
board of Quaker State Oil Refining 
Corp., Oil City, Pa., goes into his third 
term as president of the National Pe- 
troleum Assn. Also elected were: Rex- 
ford S. Blazer, Ashland Oil & Refin- 
ing Co., Ashland, Ky., first vice presi- 
dent, and John E. Selden, Pennzoil di- 


Leo Barry, Leo Barry Petroleum Co., 
Orlando, Fla., is a Democratic candidate 
for county commission of Orange Coun- 
ty. Barry moved to Orlando in 1953 and 
became an independent jobber after re 
tiring as division manager of Phillips 
Petroleum Co. in Kansas City 


Theodore L. Preble, recently retired 
eastern division trucking supervisor for 
Tidewater Oil Co., has joined Ross & 
Co., management consultants, as a vice 
president. He will also be associated 
with Ross & Co., engineers and con 
sultants, whose activities include the de 


ecutive vice president. Rhoades was sign of plant, warehouse and terminal 


facilities. (Continued ) 


vision, South Penn Oil Co., Oil City, 
second vice president 


placed in charge of world-wide explora- Pa 
tion and production activities in 1953. 








Leath 





Sinclair Refining Co. has split its 36- 
state marketing territory into a western 
region, headed by L. W. Leath, and an 
eastern region, headed by L. J. Hoar. 
Both are vice president and general sales 
managers, and both will continue to 
maintain headquarters in New York. 





NO. 1155 
SIZES: 3” & 4” 


This versatile valve furnished on Oilco load- 
ing assemblies No.’s 1426, 1458 and 1462 is a 
valve that thinks for you. It is a revolutionary 
improvement in loading line valve construc- 
tion, and tests in the field confirm its great 
efficiency in liquid loading operations. 


Tommy Munro, Munro Oil & Paint Co 
(Shell), Biloxi, was elected president of 
the Mississippi Oil Jobbers Assn. He was 
vice president last year. Henry D. Burns, 
Burns & Burns (Amoco), Meridian, be- 
comes vice president, and Joe T. Dehmer, 
Joe T. Dehmer Distributing Co. (Amoco), 
secretary-treasurer. Elected to the board 
were: Clyde Riley, Tupelo; McGee Gab- 
bert, Senatobia; E. V. Spinoza, Tutwiler; 
P. T. Conerly, Tylertown; D. P. Waring, 
Vicksburg; L. B. Paine, Meridian, and 
R. W. Carleton, Union 


It offers vacuum control, the elimination 
of hazardous spillage, speed loading, instant 
draining, pre-determined shut-off, permits op- 
erators to fill many compartments simultan- 
eously, and fire prevention is assured by a 
fusible link. The result: POSITIVE AUTO- 
MATIC CONTROL. 


" This valve may be shut off manually by 


operator at any time for safety, Aluminum 
and bronze construction. 3” size weighs 18 
lbs.; 4” size weighs 28 lbs. 


WRITE FOR DESCRIPTIVE BULLETIN A-135. 


William Murray, vice president of 
Kerr-McGee Oil Industries, Inc., was pre- 
sented with a framed scroll honoring 
his 20 continuous years of service on 
the API lube committee. Murray, a 
founding member and 1950 committee 
chairman, has the longest continuous 
active service record. J. H. Yater, re- 
cently retired manager cf Esso Standard 
Oil Co.’s lube sales division, also re 
ceived a scroll honoring his years of 
service. Yater was vice chairman of the 
committee when he resigned 





Representatives in all leading cities, U. S. and Canada 


Oi, EQUIPMENT MANUFACTURING Co. 


INCORPORATED 
3100 VERMONT AVE., LOUISVILLE 11, KY., U.S.A. 
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(Continued) 

Pure Oil Co. announces personnel 
changes in the central marketing divi- 
sion at Columbus, Ohio. R. L. Strecker, 
administrative assistant to the division 
sales manager, promoted to dealer sales- 
man; Homer D. Weaver, division trainer 
to area trainer; Robert Broome, general 
clerk, sales department, to administra- 
tive assistant to the division sales mana- 
ger, and George R. Hawes, branch 
manager, Toledo, Ohio, to division office 
sales department 


Joseph D. Harnett, a vice president 
of Standard Oil Co. (Ohio), moves 
from St. Louis to Cleveland as assist- 
ant to the vice president of marketing. 
Harnett was appointed manager of the 
transportation department in 1954 and 
elected a vice president in 1957. 

* 

Jack Hodges was named service de- 
partment manager by Southwest Grease 
& Oil Co., Wichita, Kan. He moves into 
the service department after three years 
as midwestern sales representative. 








ire Chains 


Reinforced and Regular 
for all 
Passenger Cars and Trucks 


Designed for TBA Profits! Here’s why .. . 


Complete Line 


size to fit any vehicle. Packaged — more effective 
display, easy handling. Advertised to your dealers. 
Quality Product—gives customer satisfaction, 
builds profitable repeat business. 





reinforced and regular grades, a 
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Goi; 7 





CAMPBELL CHAIN Company + YORK, PA. 





186 


Dallas Jennings 
—who helped pio- 
neer many ad- 
vances in the fields 
of greases, lubricat- 
ing oils and the de- 
velopment of pe- 
troleum products 
for aviation — has 
retired from Esso 
Standard Oil Co. 
He was manager of 
the lubricants and 
specialties division 
for the past 13 years. Before that he 
spent 16 years as head of the products 
group in the manufacturing department. 

Esso also announces that J. F. Dixon, 
manager of the Pennsylvania sales 
division, has joined Svenska Esso A/B, 
Swedish affiliate of the parent, Standard 
Oil Co. (N. J.). S. E. Charlton, assist- 
ant manager since January 1956, was 
named acting manager. 

a 

Pau! Bradley, Hill Oil Co. (Bay Petro- 
leum), Colorado Springs, Colo., is the 
new president of the Colorado Petroleum 
Marketers Assn. (see p. 25) succeeding 
Roger O. MacDonald, B. F. Bennet 
(Socony), Denver, who served two terms. 

Other officers are: Arnold Siegel, 
Siegel Oil (Indiana Standard), Denver, 
first vice president; Hugh Jones, Jones 
Oil (Phillips), Craig, second vice presi- 
dent, and Henry Cook, Cook Bros. Oil 
(Indiana Standard), Denver, re-elected 
treasurer. 

Three-year directorships went to 
Roger MacDonald; Hugh Jones; George 
Calkins, Merchants Oil (Phillips), Den- 
ver; Frank Tallman, Tallman Oil 
(Phillips), Pueblo, and Neil Putnam, 
Putnam Oil (Socony), Fort Lupkin. 

Vance Cauble, Cauble Oil (Skelly), 
Alamosa, was elected a director to fill 
the unexpired one-year term of James 
Gladney, Hi-Way Oil (Bay), Pueblo, 
who sold his jobbership to Bay. (For 
a full article about Gladney, see page 
iti.) 





Jennings 


Paul B. Heffner, formerly vice presi- 
dent and general manager of Robins 
Oil Co., Richmond, Va., is now south- 
ern division manager for Hartol Petro- 
leum Co. He succeeds Marshall Field, 
who returned to his native Minnesota 
to enter the farm supply _ business. 
Heffner joined Robins, which was pur- 
chased in June by Socony Mobil Oil 
Co., in 1954. Before that he was 
Atlantic Refining Co.’s district manager 
at Richmond. 

* 


D. L. Nielsen was chosen to head 
Union Oil Co. of California’s new as- 
phalt sales division. He will be at com- 
pany headquarters in Los Angeles. Un- 
der his direction will be L. H. Manning 
at Seattle, W. T. Zumwalt at Portland, 
C. N. Combs at San Francisco, R. Hoff- 
man at Sacramento, J. E. Peterson at 
San Jose and T. R. Laidlaw at Los 
Angeles. 
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Henry S. Mor- 
gan is the new 
president of the 
Alabama Petrole- 
um Jobbers Assn. 
He became a job- 
be in 1948 and is 
president of Mor- 
gan _ Distributing 
Co., Opp, Ala. 
He’s also president 
of Henry Morgan 
Recapping Co., Ft. 
Walton, Fla. The Morgan 
Alabama jobbers’ elected Houston 
Smith, Smith Oil Co., Tuskegee, first 
vice president, and W. L. Jessup, Jessup 
Oil Co., Sylacauga, second vice presi- 
dent. New directors are: Tom Jones, 
Montgomery; Tom Strong, Selma; Cecil 
Gilpatrick, Atmore; S. W. Bullick, Jr., 
Mobile; Jim Bowling, Birmingham; 
Leonard Moody, Decatur; Bob Sherer, 
Jasper; L. R. Daniels, Alexander City, 
and F. D. Peebles, Jr., Decatur. B. H. 
Stallworth, Jr., Monroe, was 
delegate-at-large. 


elected 


° 

T. R. Abernathy, formerly regional 
marketing manager at Houston for Con- 
tinental Oil Co., transfers to Fort Worth 
as regional marketing operations man- 
ager. Paul A. Ford, regional sales de- 
velopment manager becomes regional real 
estate representative, Fort Worth. B. W. 
Berrong, regional credit manager at 
Houston, moves to Fort Worth in the 
same capacity. 

+ 

Gordon P. Cundiff, president of Cun- 
diff Petroleum Corp., Bellmawr, N. J., 
has become a jobber for Shell solvents 
for southern New Jersey. He was a Calso 
jobber from 1945-56 and is now a pri- 
vate brander, has a heating oil business 
and 21 service stations. 


Gerald F. Tripp has announced the 
formation of Tripp Oil Co. in Chicago, 
specializing in heavy fuel oil sales in 
the Midwest. He was formerly with 
Gustafson Oil Co. and before that with 
Hughes Oil Co. 

° 


Charles A. 
Buechner, manager 
of Ohio Oil Co.’s 
real estate develop- 
ment division since 
1954, has retired. 
Buechner joined 
Ohio in 1930 as 
northern Indiana, 
became manager of 
the Illinois market- 
ing district and, in 
1941, retail sales 
manager at com- 
pany headquarters. 

Ohio also loses A. F. Goldsmith, 
superintendent of sales training, to 
retirement. L. F. Chaney, presently 
personnel representative in the Indiana 
marketing district at Indianapolis, suc 
ceeds Goldsmith. 


Buechner 
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Orson P. Wright, United Oil Co., 
Salt Lake City, was elected president 
of the Intermountain Oil Jobbers Assn. 
Paul J. Cox, Cox Oil Co., Salt Lake, 
was elected vice president, and Marx 
M. Blackett, Blackett Oil Co., Midvale, 
Utah, treasurer. New directors are: 
Ken Kellerstraus, Kellerstraus  Bros., 
Ogden, Utah; H. F. Blake, Blake Oil 
Co., Twin Falls, Idaho; E. L. Nielson, 
Nielson Oil Co., Bend, Ore.; Ray Pochel, 
Pochel Distributing Co., Aberdeen, 
Wash., and Robert Cardinal, Joe Cardi 
nal Co., Las Vegas, Nev 











Walter G. Ainsley heads Sinclair 
Research Laboratories’ new _ research 
office in Detroit, set up to maintain a 
closer research liaison with the automo- 
tive industry. 


A. D. Eubanks has been elected a 
vice president of Quaker State Oil Re- 
fining Corp. Headquartered in Kansas 
City, Kan., he is in charge of sales in 
14 Midwestern and Rocky Mountain 
States 

(Continued) 





LOOK AT YOUR AIR COMPRESSOR THIS WAY! 


You may install it far out of the way, but your compressor works 
with you on dozens of jobs every day. That’s why it’s so im- 


portant to have a compressor you can rely on to give you depend- 
able low-cost air power for every need. And that’s why rugged 
Quincy Compressors with exclusive Safe-Q-Lube are preferred by 


service station operators and garagemen everywhere. Over 100 


authorized parts and service depots from coast to coast. Write 


for Catalog. 


uine 


COMPRESSORS 


NAME 
COMPANY 


ADORESS 





city 
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COMPRESSOR CO. 


Dept. NPN-1158 


Gentlemen: Send free catalog of 
Quincy Compressors for automotive use 


QUINCY, ILLINOIS 
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(Continued) 

C, U. Daniels has retired as chairman 
of the board of Royalite Oil Co., Cal- 
gary, Alberta. He joined Royalite in 1950 
as president and managing director and 
in 1955 was appointed chairman. Daniels 
is retiring to Fort Worth, Tex. 


Joseph K. Baggott, Sun Oil Co. dis- 
trict office manager at Binghamton, 
N. Y., moves to Albany, N. Y., to take 
over E. G. Englert’s post of district 
office manager; Englert moves to Bing- 
hamton to replace Baggott. 


GET A WAYNE DD-1 HAND PUMP FOR | 


OUBLE 


ACTION| Double action dia- 
phragm hand pump 
that works easily with push-pull opera- 
tion. Pumps up to 20 gallons per minute. 


SERVICE Made for quick easy 
service of light-medium 
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alcohol, 
anti-freeze, kerosene and fuel oil. 


DEPENDABILITY 


Many exclusive features, plus flow with 
both push and pull strokes assure de- 
pendable delivery. 


re) U A L ' T Y Built for extra service 

with Nylon shaft bear- 
ing, integral O-Ring seal, double dia- 
phragms, non-clogging screens and self- 


closing valves. 


oils, 


Howard Justice has retired from Stand- 
ard Oil Co. (Ohio) after 45 years. He 
started as a phone clerk drawing “a 
handsome $50 a month.” Since then he’s 
been in lube wholesaling, jobber sales, 
in charge of the lubricating department, 
and manager of can factory sales. For 
the past year he has been manager of 
special sales at the home office. Sohio 
also loses other veterans to retirement: 
Glen A. Ritter, Cleveland division dealer 
salesman, 40 years with the company; 
Milo D. Gammill, Columbus division 
service station salesman, 36 years, and 
W. J. Beckett, Columbus division retail 
sales manager, 27 years. 













lube and flushing oils, 


These DD-1 Wayne Pumps can give you 
double service life in pumping. Write for 
complete catalog to... 


THE WAYNE PUMP COMPANY 


Division of Symington Wayne Corporation 
SALISBURY, MD. 
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Jack Nevius has 
been named direc- 
tor of marketing, 
gasoline sales divi- 
sion, of Douglas 
Oil Co. of Cali- 
fornia. He _— suc- 
ceeds Sam Gold- 
man, who died re- 
cently (NPN—Oct. 
p 220). Nevius Veg: 
joined Douglas two N a 
years ago as Gold- ais 
man’s assistant. 
Before that he was national sales man- 
ager of White Stag Mfg. Co., a women’s 
apparel firm. 





Nevius 


George K. “Cap” Squier, manager of 
railway sales for Standard Oil Co. (Indi- 
ana) since 1946, retires after 34 years 
with the company. Milton A. Dixon, as- 
sistant manager since last October, moves 
up to succeed Squier. 

R. F. Emmons has been named mar- 
keting manager, central region. Formerly, 
Chicago-North District manager, he is 
succeeded by Don Trainor, sales man- 
ager—tires, batteries and accessories in 
the general office. 





Deaths... 


Millard H. Poole, manager of Sun 
Oil Co.’s Ohio Valley sales region since 
its creation in 1951, died Sept. 11 of 
a heart attack. A native of Chester, Pa., 
Poole joined Sun in 1922. In 1941 he 
became industrial products manager for 
the central sales region at Pittsburgh, 
and two years later was named assist- 
ant regional manager. He is survived 
by his wife and two daughters. 





Lloyd F. Bayer, 64, senior vice presi- 
dent of Tidewater Oil Co. since 1954, 
died Sept. 29 of leukemia. He joined 
Tidewater in 1916, became a vice presi- 
dent in 1927, a director in 1929. 


Lester Dennis Haisley, 51, district 
manager for Shell Oil Co. in Louisville, 
Ky., for the last eight years, died Sept. 8 
of a stroke. 

e 


Garland Thompson, manager of sales 
training at Standard Oil Co. (Indiana), 
died of a heart ailment Sept. 18. He 
was 39. 

Thompson joined the company in 1941 
as a warehouse clerk in Evansville, Ind. 
In 1955 he transferred to company head- 
quarters in Chicago. In 1957 he moved 
to Des Moines as assistant to the regional 
manager, and later became regional sales 
promotion and _ advertising manager. 
Earlier this year he returned to Chicago 
as manager of sales training. 

Thompson is survived by his widow 
and two sons. 
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Coming Meetings 





NOVEMBER 


National Oil Jobbers Council, Conrad Hilton 
Hotel, Chicago, Nov. 6-8. 


American Petroleum Institute, Conrad Hil- 
ton Hotel, Chicago, Nov. 10-12. 


American Society of Mechanical Engineers, 
annual meeting, Statler and Sheraton-Mc- 
Alpin Hotels, New York City, Nov. 30- 
Dec. 5. 


DECEMBER 


Oil Industry TBA Group, national con- 
vention, Chase-Park Plaza Hotel, St. Louis, 
Dec. 1-2. 


Interstate Oil Compact Commission, Hotel 
Muehlebach, Kansas City, Mo., Dec. 1-3. 


JANUARY 1959 


Arkansas LP Gas Assn., semi-annual meet- 
ing, Hotel LaFayette, Little Rock, Jan. 11-12 


Kansas Oil Men’s Assn., annual conven- 
tion, Wichita, (hotel not available at publica- 
tion), Jan. 12-13. 


Kentucky Petroleum Marketers Assn., 33rd 
annual meeting, Brown Hotel, Louisville, 
Jan. 13-15. 


Nebraska Petroleum Marketers Assn., annual 
management institute, University of Ne- 
braska, Lincoln, Jan. 13-15. 


Independent Oil Men’s Assn., annual meet 
ing, Hotel Statler, Boston, Jan. 14. 


Northwest Petroleum Assn., annual meet 
ing and trade show, Hotel Nicollet, Minne 
apolis, Jan. 21-22. 


Oil Trades Assn. of New York, Waldorf 
Astoria Hotel, New York City, Jan. 22 


FEBRUARY 


National Assn. of Oil Equipment Jobbers, 
management institute, University of Okla 
homa, Norman, Feb. 4-6. 


Missouri Petroleum Assn., annual conven 
tion and exhibit, Muehlebach Hotel, Kansas 
City, Feb. 9-11. 


Intermountain Oil Jobbers Assn., Hotel 
Tropicana, Las Vegas, Feb. 12-13. 


Packaging Institute, Petroleum Packaging 
Committee, Goodhue Hotel, Port Arthur, 
Texas, Feb. 16-17. 


Iowa Independent Oil Jobbers Assn., an 
nual meeting and trade show, Ft. Des 
Moines Hotel, Des Moines, Feb. 17-18. 


Wisconsin Petroleum Assn., annual meet- 
ing, Hotel Schroeder, Milwaukee, Feb. 25 
26. 


API, Lubrication Committee, Sheraton 
Cadillac Hotel, Detroit, Feb. 26-27 


MARCH 


Society of Automotive Engineers, passen- 
ger car, body, and materials meeting, Shera 
ton-Cadillac Hotel, Detroit, Mar. 3-5 


P Illinois Petroleum Marketers Assn., 37th 
annual meeting and trade show, Hotel Mor 
rison, Chicago, Mar. 10-11. 
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STATIONS itucn 


Northwest Petroleum Assn., management 
institute, Oil Men’s Club, Nicollet Hotel, 
Minneapolis, Mar. 15. 


MAY 


National Tank Truck Carriers, annual 
meeting, Shoreham Hotel, Washington, D. C., 
Ohio Petroleum Marketers Assn., annual May 3-6 

meeting and trade show, Deshler-Hilton 


Hotel, Columbus, Mar. 18-19 Liquefied Petroleum Gas Assn., annual 


meeting and trade show, Conrad Hilton 
Florida Petroleum Marketers Assn., spring Hotel, Chicago, May 3-6 
meeting, Robert Meyer Hotel, Jacksonville, 
Mar. 20-21 > API, Lubrication Committee, San Marcos 


Hotel, Chandler, Ariz., May 4-6 
APRIL 


»Empire State Petroleum Assn., annual 
meeting, Hotel Astor, New York City, Apr. 


Independent Oil Men’s Assn., annual con 
vention, Hotel Statler, Boston, May 5 


5-7 Pennsylvania Petroleum = Assn., spring 
meeting, Hotel Bedford Springs, Bedford, 
North Carolina Oil Jobbers Assn., man May 10-12 


agement institute, University of North Car 
olina, Chapel Hill, Apr. 12-17 > Louisiana Oil Marketers Assn., annual 


meeting, Roosevelt Hotel, New Orleans, 


> National Petroleum Assn., semi-annual (date not available at publication) 

meeting, Hotel Cleveland, Cleveland, Apr 

15-17. > National Oil Jobbers Council, mid-year 

American Society of Lubrication Engi- can he Ft Des Moines Hotel, Des Moines 
a - a! 


neers, annual meeting and lubrication ex 


hibit, Hotel Statler, Buffal A 21-23 ' nice 
' = nts a I >API, Marketing Division, Savery Hotel 


> Assn. of American Battery Manufacturers, Des Moines, May 27-29 

Hotel Americana, Bal Harbour, Fla., Apr 

23-25 > Fifth World Petroleum Congress and ex 
position, the Coliseum, New York City 

> Oil-Heat Institute of America, manage May 31-June 6 


ment institute, Seattle, Apr. 29-May 4, 


(hotel not available at publication) First listing 


That’s right! You don’t have to 
stand by idly holding this Nozzle 
Just stick it in the fill pipe, 
squeeze the valve lever open and 
engage the hold-open latch. While 
it fills the tank you service the car, 
sell extras. When the tank is filled 
the Fil-O-Matic shuts off auto- 
matically. Saves time, labor, 
money. No overflows, no gas 





stains on car body to clean off, no 


17 r av: Tr? 
fa. a2 4 g 4 
y fi 14 H iM ij r" ‘\ al angry customers. 
* - ™ é | es 78 st 
FOR SERVICE opw: 
UN OEAVILE | s NO.1 


FULLY AUTOMATIC 
SHUT-OFF NOZZLE 


HOLD-OPEN oT -Tdaalit-@ celemlomelhZ- mi cetiaal- la) 
LATCH service with one man! 









Stop working for your pump nozzle. Get 
the Nozzle that works for you—OPW'S 
No. 1811-H Fil-O-Matic, the Fully Auto- 
matic Shut-Off Nozzle. Write on your 
letterhead for more information. 


OPW CORPORATION 






2735 COLERAIN AVE ; 
CINCINNATI 25, OHIO 
PHONE: Kirby 1-5400 


Use fill up time 
for customer 






attention time! 


VALVES @ FITTINGS @© ASSEMBLIES for handling hazardous liquids 
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LASSIFIE 


DISPLAYED RATE 
The advertising rate is $17.75 per inch for Equipment 
and Business Opportunity advertising appearing en 
other than a contract business. 


EMPLOYMENT OPPORTUNITIES 
The rate is $27.00 per inch. Subject to Agency 
Commission. 


NATIONAL PETROLEUM |! 


; 





TANKS 


FOR RENT AT 
Waterfront 


BULK STORAGE AT 
PORT OF PHILA. 


Chemical, Solvents, Oils, etc. 
5—600,000 gallons 4—300,000 gallons 
AVAILABLE IMMEDIATELY 


will rent these tanks individually. 
Inquiries Invited 


PIONEER OIL COMPANY 


61st and Passyenk Philadelphia 42, Pa. 
ARATOGA 7-2100 








5,000 GALLON TRANSPORT—A Bargain. 1949 
Frazer Payloader. In first class shape. ICC 
equipped. Good rubber. 3 compartment. Only 
$1,750 


SALYER REFINING COMPANY 
P. O. Box 6115 


Okiahoma ony, Oklahoma 
FO 5-1328 








SERVICE STATIONS 
WANTED 


Will purchase or lease existing stations. 
Send full information, price, location, etc. 
BO-8659 National Petroleum News 
520 N. Michigan Ave., Chicago 11, til. 











ADDRESS BOX NO 
Classited Adv, Div, of this publication, 
Send to office nearest you 
NEW YORK 36: P. O. BOX 12 
CHICAGO 11: 520 N. Michigan Ave 
SAN FRANCISCO 4: 68 Post St 


REPLIES TO: Box No 


POSITIONS WANTED 


College trained former foreign airline captain 
under 40 with a highly successful oil jobbing 
background seeks position requiring these com- 
bined abilities. Foreign or domestic. Own busi- 
ness now organized to be self sufficient. PW-8919, 
National Petroleum News. 


Sales executive with distributor and major oil 
background and thorough knowledge all phases 
petroleum business desires new association. Ex- 
cellent record. Good opportunity to get capable 
man to strengthen management and sales pro- 
gram. PW-9045, National Petroleum News. 


Top Management Executive, 37 years old, ex- 
perienced in real estate financing, station lo- 
eations, Construction of Multi-Pump Service 
Stations, marketing, personnel, UnBranded Re- 
locate South west. Interested in buying into ex- 
panding operation with small capital and 
experience. PW-9166, National Petroleum News. 


BUSINESS OPPORTUNITIES 


For Sale—Jobber Business Annual volume 3,250,- 
000 Major oil Representation Contracted year to 
year Excellent earnings $100,000 cash needed for 
inventory trucks and Accounts Located Up- 
state New York. BO-8721, National Petroleum 
News. 


Bulk Oil Plants Propane Gas Plants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota 
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AN ADVERTISING INCH is measured % inch vertically on one 
column, 3 columns—30 inches—to a page. 


Send NEW ADS or burg to SP O's Advertising Division 


December Issue closes eae 12th. 


UNDISPLAYED RATE 


$1.80 a line. Minimum 3 lines. Box numbers count 
one additional line. 


POSITION WANTED. Undisplayed rate is one half 
of above rate, payable in advance, 


DISCOUNT of 10% if full payment is made in ad- 
vance of four consecutive insertions of undisplayed 


P. O. Box 12, New York 36, 


BUSINESS OPPORTUNITIES 


For Sale—Complete re-finishing plant and bus- 
iness, located in excellent marketing area of 
the East. Re-refines 1700 gallons of used motor 
oil in 8 hrs. Well established, profitable, going 
business. Very good reason for selling. For de- 
tails write P.O. Box 7116, North Station, Ar- 
lington 7, Va. 


For Sale in Okiahoma—Oil Com ounding Blend- 
ing Plant with land, plant facilities, machinery 
and equipment. Ideal location, two railroads, two 
freight lines. Three well advertised trade-mark 
brands of oil and an established brand of per- 
manent anti-freeze. BO-9059, National Petro- 
leum News. 


FOR SALE 


Tank Trailers—Sale or Lease—4000 to 8300 
gal.—steel & aluminum. Hackett Tank Co., Inc., 
P.O. Box 803, Packers Sta.—K. C. Kansas MA 
1-2363. 


Reo Truck with five compartment tank 1100 
— capacity. FS-8923, National Petroleum 
ews. 





LEGAL NOTICE 





STATEME = REQUIRED BY THE ACT OF AUGUST 
24, 1912. / AMENDED BY THE ACTS OF MARCH 
3 i988 AND JULY 2, 1946 (Title 39, United 
States Code, Section 233) ees. THE 
OWNERSHIP, MANAGEMENT, AND 
CIRCULATION OF 
NATIONAL PE TROL EUM NE id published monthly at 

Philadelphia, Pa. for October 1, 19. 

1. The names and addresses of "ine publisher, editor, 
and managing editor are: Published by MecGraw-Hlil 
Publishing Company, Inc 330 West 42nd Strect, New 
York 36, N.Y.; Editor, Frank Breese, 330 West 42nd 
Street, New York 36, N.Y.; Managing editor, John Beth 
ell, 330 West 42nd Street, New York 36, N.Y 

2. The owner is McGraw Hill Publishing Company, Inc., 
330 West 42nd St Yew York 36, Stockholders 
holding 1% or more of stock are Donald C. McGraw & 
Willard T. Chevalier, Trustees under Indenture of Trust 
m/b James H. McGraw, dated 1/14/21 as modified; Donald 
©. McGraw & Harold W. McGraw. Trustees under an 
Indenture of Trust m/b James H 
as amended; Donald C 


McGraw, dated 7/1/37 
McGraw, individually; Harold W 
McGraw, individually: Elizabeth M. Webster, c/o Donald 
C. MeGraw (all of 330 West 42nd St, New York 36 
N.Y.): Mildred W. McGraw, Madison, New Jersey; Grace 
W. Menren, 536 Arenas St., La Jolla, Calif.; Affiliated 
Fund, Inc., 63 Wall St., New York, N.Y.: Geno & 
Co., P.O. Box 491, Church St. Station, New York, N.Y.; 
Touchstone & Co., ¢/o Wellington Fund, Inc., Claymont, 
Delaware 
3. The known bondholders, mortgagees, and other security 
holders owning or holding 1 per cent or more of total 
amount of bonds, mortgages, or other securities are: None 
1. Paragraphs 2 and 3 include, in cases where the stock- 
holder or security holder appears upon the books of the 
company as trustees or in any other fiduciary relation, the 
name of the person or corporation for whom such trustee is 
acting; also the statements in the two paragraphs show the 
affiant’s full knowledge and belief as to the circumstances 
and conditions under which stockholders and security 
holders who do not appear upon the books of the company 
as trustees, hold stock and securities in a capacity other 
than that of a bona fide owner 
McGRAW-HILL PUBLISHING COMPANY, INC 
By John J. Cooke, Secretary 
toh to and subscribed before me this 8th day of 
Sk } 
September, 1958. 
JANET A. HARTWICK 
(My commission expires March 30, 1959) 
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PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 














MAIL 


Many cities in the United States 
use postal zone numbers as part of 
their address. The use of these num- 
bers accelerates and simplifies the 
processing of mail, makes it easi- 
er for the less experienced clerk to 
distribute the mail, and effects 
earlier dispatch and delivery of 
your mail. 


For this reason, it is important 
that you use zone numbers wher- 
ever applicable. Learn your own 
zone number and use it on your 
return address. Obtain the zone 
numbers of those to whom you 
write, and include them on all cor- 
respondence. Your local post office 
will be glad to furnish you with 
any information concerning postal 
zones. 


MAILING EARLY IN THE DAY 


At present approximately 80% 
of the mail is received in the post 
office between the hours of 6 and 
10 p.m., creating a tremendous peak 
period problem. 


To process this tremendous vol- 
ume of mail, the post office has to 
schedule 75% to 80% of its em- 
ployees on night duty: Since night 
workers are paid a 10% differen- 
tial, postal costs are increased. In 
addition, because of the larger pro- 
portion of night work, the post of- 
fice is faced with a recruitment 
problem as potential employees are 
attracted to jobs with more desir- 
able working hours. 


Early mailing would cut postal 
costs and stretch your tax dollars. 
Moreover, the reduction of night 
work would enable more postal em- 
ployees to spend evenings at home 
with their families. 


The simple fact is, that by mail- 
ing earlier in the day, the peak load 
would be spread out, enabling the 
post office to place a larger amount 
of mail on earlier planes and trains, 
and thus assure earlier delivery at 
point of destination. 


A Public Service Message From 
NATIONAL PETROLEUM NEWS 
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Same size outside, but bigger inside 
for faster fuel-oil deliveries 


New B.F.Goodrich hose can give you more deliveries per day 


I' you use 14” hose on your fuel oil 
trucks, here’s news for you. There's 
a new 1%” B.F.Goodrich fuel oil hose 
that will give you 20% faster fuel flow, 
yet it weighs no more, takes no more 
room on the reel than a standard 14” 
hose rated at 150 pounds. This means 
you can get faster deliveries, more pet 
day, and still carry the same amount of 
hose on the reel. 

Extra strong rayon cord used in the 


braided reinforcement gives this hose 
strength without added bulk or weight, 
makes possible a larger tube diameter 


without increasing outside diameter of 


hose. This reinforcement prevents hose 
from collapsing on reel to stop or slow 
down flow. And there’s no reinforcing 
wire to take a permanent kink. 

The tube of this new B.F.Goodrich 
hose is completely oilproof, won't swell 
or flake off. Its tough cover is built for 


rough use, can be dragged over curbs, 
rough sidewalks and driveways without 
damage. You can let it stand in gaso- 
line, oil or grease. There’s no danger of 
cracking or checking from the hot sun. 

The improvements in this new B.F. 
Goodrich hose, known as Type 83, can 
help you get faster deliveries, reduce 
operating costs for your fuel oil trucks. 
Ask your B.F.Goodrich distributor to 
show you a sample. B.F.Goodrich Indus- 
trial Products Company, Dept. M-417, 
Akron 18, Ohio. 


B.EGoodrich fuel oil hose 
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mooth ae Sik — 


thanks to TOKHEIM’'S exclusive 


HYDRAULIC CONTROL 


Hydraulic 
Control Valve 


Only the ALL-NEW TOKHEIM 


hi nlerceplor 





gives you such value! 
| Compare it point for point before you buy 





TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
FORT WAYNE, INDIANA 
Factory Branch: 475 Ninth Street, San Francisco 3, California 





Subsidiaries: Tokheim N.V., Leiden, Holland; Tokheim (international) A.G., 
Lucerne, Switzerland; GenPro Inc., Shelbyville, Indiana 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario 





Smooth nozzle action and fingertip control 
of the starting switch are only two of many 
fine results of Tokheim’s hydraulic control 
valve for remote pumping. As an integral 
part of each pedestal, it equalizes pressure 
throughout the system, keeps the pump 
always in prime, assures a smooth, full flow 
of product under all operating conditions. 


Jhere is no substitute for TOKHEIM QUALITY! 


OKHEIM 


entral 
Service 
System 


of remote control pumping 


breaks the vapor barrier 














Now... along every road 


some stations will attract more customers 


new SALESMAN-48” 


se//s easier, operates easier 


The low, clean lines, the gleaming stainless 
and polished aluminum surfaces of Erie’s new 
“Salesman-48” are an invitation to drive up 
and buy! Sloped-back dials are placed at eye- 
level for the new, lower cars; so customers 
don't have to twist or squint to see the gallon 
price or amount of sale. 


Attendants will like “Salesman-48” too. One 
hand, one motion resets computer and starts 
motor. Hose is flat against the side of the 
pump for easier maneuvering. 

You get extra sell in every station. “48-inch 
low” pump design allows an unobstructed 
view of entire station and its TBA displays. 


To catch more customers and make more 
sales, are you ready to pay less per pump for 
every pump you buy? Then you must investi- 
gate the ‘Salesman-48.” Call your nearby 
Erie district manager, or write for bulletin. 
Erie Meter Systems, Inc., Erie, Pa. 





